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The “Greatest Need” This Year 


Giving the Public What It Wants—When It Wants It 


HAT is the great need of 
VW the shoe trade in 1928? 
What should the rank 


and file do to improve conditions and 
make more money? There seems to 
be no concentration of thought on 
the matter further than the continu- 
ation of the old, old harping—‘“style 
and color.” 

We have had some wonderful con- 
ventions, but they have brought out 
no vital issue that the trade may 
rally around as the two great parties 
will soon be rallying around their 
platforms. The shoe trade has not 
much to which it may “point with 
pride,” as the politicians say. But, 
on the other hand it may “view with 
alarm,” as the opponents say. 

There will be a great division of 

interest until November and the 
shoe trade will have plenty of com- 
petition when it steps out to get 
public attention. To a man on the 
side lines it seems that the shoe 
trade might borrow from the politi- 
cians and use some of their shrewd- 
ness in mass psychology. “Get an 
issue and stick to it.” That’s the 
politicians’ dope, and it has the 
greatest popular appeal. Get an is- 
sue with a lot of human interest in 
it. Stick to it all the year and watch 
the shoe business grow. 
But let us not drag out an old 
issue nor thresh over old straw. 
Let’s get a new idea or two in the 
Shoe business. If we cannot get new 
ones, then dress up some old ones 
in new clothes. Above all, let’s 
THINK! 


BY R. L. PRATHER 





MEWHAT of a challenge is 

here thrown down by Mr. Prather 
to the theory put forth by J. J. Sen- 
senbrenner in the Jan. 7 issue of 
the BOOT AND SHOE RECORDER. Mr. 
Sensenbrenner urges ten seasons in- 
stead of four, while Mr. Prather 
holds to the instinctive, biological 
spring (Easter), summer, fall and 
winter. And it is all the more sur- 
prising, considering that his brain 
battle-ground is Los Angeles, where 
we are led to believe that all seasons 
are one golden summer. 





Is it not commonsensical to fol- 
low the lines of least resistance? Is 
it not just plain, everyday good old 
hoss sense to fall in with the trend 
of the human mind and go along 
with the current? What do people 
think about mostly? Style and 
color? Not much, they don’t. They 
think of people like themselves, 
places to go, things to wear, things 
to eat. They think of events, hap- 
penings, occasions, anniversaries, 
fete days, fast days, sad days and 
glad days. The human mind is 
pretty much alike all over the world. 
They like what they like and hate 
what they hate. Find out what they 
are liking and you can sell it to them. 

The shoe trade has almost lost 
sight of seasons in its mad attempt 
to sell volume. We have had style 
dinned and clamored and yammered 
until most people are sick of the 


word. -We have had color flounted 
and fluttered until most of us are 
color blinded. 

“Style” in an advertisement now 
is only a word. It means nothing to 
the reader. The cheapest little 
dump can yell “style” as loudly as 
the biggest and best store in town. 
And right there is.the crux of the 
situation. Style, as such, is no 
longer attractive to the man or wo- 
man who needs shoes. Neither is 
color. There is no dominant style 
or color. Who can pick out of the 
myriad “styles” and colors one par- 
ticular thing and say, “This is IT!’ 

Even the so-called fashion authori- 
ties disagree. Then how is the pub- 
lic to judge between the many or 
select from the maze any one shoe 
as the style? 


EOPLE buy shoes for a purpose 

—to wear with a certain dress, 
suit, or ensemble. Color may enter 
the transaction, but not style. Style 
is secondary entirely. A woman buys 
a green dress. She at once thinks 
of a shoe to wear with it. Any one 
of several colors enters her mind but 
no particular style. 

People buy shoes for occasions, 
for events, for a certain kind of 
weather—witness the rush for rub- 
bers when it rains. (The new rub- 
ber footwear was popular, but there 
was no especial style or color pur- 
chased.) 

A woman wants a shoe to wear 
afternoons to club affairs or recep- 
tions or teas. She buys a. shoe for 


[CONTINUED ON PAGE 88} 
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Greatest Sportwear Year Ahead 


Opportunity for Colorful and Artistic Footwear 


By EUGENE F. PEIRCE 





HE spring and summer 
seasons of 1928 are 
again to be made, nota- 
ble with the aid of more 
artistic use of colors in dress 
and accessories than formerly. 
The introduction of more 
white in colors, thus produc- 
ing purer French pastels than 
last year, is the _ principal 
change, although white itself 
is to make a gain as a back- 
ground for printing purposes 
in silks, cottons, synthetic 
fabrics and in linens. 





Attention is here directed 
to the important fact that 
sports are steadily gaining in 
popularity and that every 
dressmaking establishment in 
Paris has a well established 
department for sports wear, 
which is well patronized by 
women from all countries who 
shop in the French capital. 

White is still chosen for 
combination purposes. with 
colors in dress, and the same 
statement holds good in foot- 








In the division of novelties 
in footwear, white vamps, 
especially in footwear, are to 
come forward in printed form, 
although decorated quarters 
are to be printed when all- 
over printings are chosen, of 
which cluster effects are one 
example. 

The vogue for clusters springs 
from the adoption of all-over effects 
by French printers who have chosen 
fleurs des champs (field flowers) for 
clusters, since they best give expres- 
sion to the present tendency toward 
refinement in the commercial use of 
colors. 

Hand block printings, the most ex- 
pensive form of commercial print- 





In sports wear already we see a remarkable interest in 
vivid colored footwear, block prints and printed linens 
to be worn with dresses that are in solid colors and 
trimmed with fancy effects. Solid pastel colored dresses 
need the punctuation in footwear of a vivid splash of 


color in design. 


ings, are to be top liners in silks, 
linens and gauzes for women’s wear. 
And for the first time in recent 
decades printed millinery will come 
forward for sports wear. 

As for men, they may indulge in 
printed silks for neckwear, printed 
handkerchiefs, colorful blazers, paja- 
mas, bathrobes and attire for the 
beach, as well as printed shirtings 


wear. In sports wear, an en- 
semble may be developed with 
white dresses, white cheviot 
coats and white shoes with 
saddles of colored leather. 

White may well be joined to 
suede leathers in a variety of 
patterns. Example: a white 
pump may be colored with a 
red, blue, green or yellow three- 
eyelet instep strap and thus become 
a fifty-fifty white and colored shoe. 

Similarly, white strapped footwear 
may be quietly trimmed with colored 
suedes by using color for the toe 
caps, foxings, quarters and so on, or 
pipings may be chosen for quieter 
effects. Solid white footwear will be 
a staple in certain communities. 





Firs - Spihes 
from the socia 
centers of the South 
indicate. great demand 
for footwear made up 
an block iinens.. or 
printed silks. 
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More Shoes Imported In 1927 


Increase of Nearly Forty Per Cent Disclosed by 
Government Survey—Mostly Women’s Footwear 


URING the first 11 months of 
D 1927, the United States im- 

ported 1,323,741 pairs of 
leather boots and shoes (free) 
valued at $4,735,843, an increase of 
39.4 per cent over the quantity (949,- 
250 pairs, valued at $3,020,770) im- 
ported during the corresponding pe- 
riod of 1926. Of the boots and shoes, 
65 per cent were for women, 21 per 
cent for men and boys, and 14 per 
cent for children. 

During the calendar year 1923, 
out of an importation of 398,929 
pairs, 51.9 per cent were for men 
and boys, 28.8 per cent for women, 
and 19.3 per cent for children. 

The relative proportion of shoes 
imported for men has declined and 
those for women increased. The im- 
portation of. children’s shoes has 
fluctuated; a smaller quantity was 
imported during 1927. 

Shoes of Czechoslovakian origin 
have been extremely popular this 
year and constituted 34.1 per cent of 
the total imports, or 451,377 pairs; 
Switzerland ranked second, 19.2 per 
cent, or 255,236 pairs; United King- 
dom third, 18 per cent, or 234,663 
pairs; followed by France, 13 per 
cent, or 171,857 pairs; Austria, 4.9 
per cent, or 65,684 pairs; Germany, 


4.7 per cent, or 63,081 pairs; Can- 
ada, 3.5 per cent, or 47,490 pairs; 
and other countries, 2.6 per cent, or 
34,353 pairs. 

Out of importation of 279,187 
pairs of shoes for men and boys, the 
United Kingdom supplied 201,019 
pairs valued at $1,203,033, as com- 
pared with 144,535 pairs during the 
first eleven months of 1926. Canada 
supplied 40,163 pairs valued at $137,- 
969, an increase of about 11,000 
pairs. 

Czechoslovakia supplied the United 
States with 428,368 pairs of wo- 
men’s shoes valued at $970,889, as 
compared with 118,864 pairs the 
first 11 months of 1926. France 
supplied 156,361 pairs valued at 
$775,115, as compared with 98,813 
pairs in the 1926 period. Switzer- 
land supplied 117,685 pairs valued at 
$544,847, a decrease as compared 
with last year’s importation of 164,- 
877 pairs valued at $704,295. The 
trade with Austria increased from 
20,491 pairs to 54,005 pairs valued 
at $195,660. 


i b-. major portion of children’s 
shoes appear to be of Swiss ori- 
gin. Out of an importation of 184,786 
pairs, Switzerland supplied 130,251 


pairs valued at $327,171 and Ger- 
many 12,592 pairs valued at $9,011. 
It is noted that during the first 11 
months of 1926 158,624 pairs of 
children’s shoes were imported from 
Germany and 66,476 pairs from 
Switzerland. 


N a consideration of the imports 

of leather boots and shoes (free) 
from various foreign countries, it is 
interesting to note that those from 
Czechoslovakia comprised 2.1 per 
cent for men and boys, 3 per cent 
for children and 94.9 per cent for 
women; Switzerland, 2.9 per cent for 
men and boys, 46.1 per cent for wo- 
men and 51 per cent for children; 
United Kingdom, 85.7 per cent for 
men and boys, 10.8 per cent for wo- 
men and 3.5 per cent for children; 
France, 2.2 per cent for men and 
boys, 90.9 per cent for women and 
6.9 per cent for children; Austria, 
7.9 per cent for men and boys, 82.2 
per cent for women and 9.9 per cent 
for children; Germany, 6.9 per cent 
for men and boys, 73.1 per cent for 
women and 20 per cent for children; 
Canada, 84.5 per cent for men and 
boys, 15.4 per cent for women and 
0.1 per cent for children. 
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Facing the Facts 


OST every shoe man who has been in Europe 
and has any knowledge of wages and living 
conditions there, is possessed of the doubt that 
there can exist in the foreign leather market a 
condition which makes it necessary for European 
manufacturers to pay higher prices for that world- 
wide necessity than do those in America. It isn’t 
in the cards, they say, when we have an $8 a day 
wage scale here, as compared with $2 a day or 
less over there. But here is the answer: 

Europe considers NECESSITIES FIRST— 
America considers luxuries first. 

The average family in Europe, workman or 
farmer, knows absolutely nothing about automo- 
biles, radios, fur coats, fancy furniture, movies and 
those things in life which are positively necessary 
to us over here. 

The foreign workman, or farmer, after buying 
food, has money for that great necessity, footwear. 
He has to have serviceable footwear and is forced 
to pay the price for it. 

When you consider that European tanners auto- 
matically price their leather at the cost of replace- 
ment, you get a real idea of the European method 
of business thinking. The American tanner in- 
variably strikes a balance between the finished 
leather that he has at lower prices and the new 
leather at higher prices, and gives to his trade all 
‘the advantage thereof. 


In America, the average workman, or farmer, . 
has developed a mode of living which considers 
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luxuries first. The first thought is for the enter- 
tainment of the day, be it movies or radio or auto 
ride. America is on a new luxury standard of liy- 
ing. The living wage, as such, passed out in 1917. 
The saving wage was at its height in 1924. Today 
the luxury wage is in and evidently here to stay. 

There certainly must be a false note in the state- 
ment that the dollar is increasing in its purchasing 
power. We are afraid that the increase is in items 
formerly termed “necessities”—standard clothes 
which just cover the body without style; standard 
shoes of the same character; the cheaper cuts of 
meat; and the poorer items of living, for it is true 
that they have all decreased. You can buy neces- 
sities in this country at a lower price than in ten 
years. 

But for those wanted things—style in footwear, 
style in clothes, style in automobiles, style in ra- 
dios, style in fur coats, most of them built up hy 
installment buying—we come to a new condition 
in business in which the luxuries are paid for first 
and most of the necessities are begrudgingly pur 
chased last. When a family budget is dipped into 
every month for installment payments, there is 
mighty little left for necessities, particularly shocs. 

The European thinks first of his shoes. We are 
fast reaching the point where the American work- 
man thinks last of his shoes. That is one of the 
reasons why leather is higher abroad, and, com- 
paratively speaking, lower here. Judging from 
the present line-up, the public will pay very little 
more for its shoes in the next six months. There 
will be a lot of give and take in trade. 

The American tanner is endeavoring to give as 
much as possible to hold his old customers. The 
shoe manufacturer, who has by his resources been 
able to contract ahead for leather, or who has big 
inventories of leather on hand, is trying to hold 
his old customers and to obtain new ones by favor- 
able prices. The retail shoe merchant who has 
shoes on hand at old prices, and new shoes at but 
a slight advance, is in turn trying to hold his cus- 
tomers, all because it is the easiest way to solve 
the problem. 

If there was a positive hunger on the part of 
the public for new and pretty shoes, the better 
prices could be easily obtained. But when fixed 
price shoe stores are able to hold their own, tliere 
is indeed great difficulty in raising prices across 
the entire board. 

When some big national chain organizations 
jump their fixed price to a new and higher lcvel, 
then the public will indeed believe “shoes wil! be 
higher.” The next few months will indeed be sig- 
nificant ones in the-shoe and leather industries 
both here and.abroad. 

The urgent need, of course, is for leader:hip 
which will blaze the trail leading to lower cos's of 


‘distribution. That way prosperity lies. 
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| Exit Politics 


} todo in order to defeat 
the old superstition 
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How Far Can the Shoe be 
Cheapened? 


NE shoe manufacturer gave up his business 

fifteen years ago because he said he had 
reached the point where he couldn’t-take anything 
else out of the shoe. It had been his practice to go 
out and sell shoes at cost figures, and then to re- 
turn to the factory and use every human ingenuity 
to get something out of the shoe so that he could 
make a profit. 

When the fierce battle of competition had forced 
him to the point where he thought nothing else 
could be done to cheapen the shoe, he passed out of 
the picture. That man’s son, now in the shoe busi- 
ness, recently made the remark that if he had the 
scraps and wastes that were in his father’s busi- 
ness at the time “the old man retired,” he would 
be enjoying a very substantial income today. 

The art of skinning a shoe has been greatly im- 
proved upon. There have also been many effi- 
ciencies perfected in the cutting and trimming of 
leather, the stitching of shoes, and in all the in- 
tricate details of shoemaking. 

Nevertheless, some of the very low priced shoes 
are nothing more than a temporary covering of 
leather pulled over a “corned-beef” sole. These 
“flash” shoes have not much in them, but somehow 
they seem to be salable. The public today does not 
ask for the same service it once demanded. 

What has got to be 
watched, however, is 
any general impulse 
toward cheapening, 
because when a public 
turns against an indus- 
try, its temper is not 
pleasant. Then comes 
the return of “pure- 
shoe-laws,” and all of 
the trials and tribula- 
tions that come with 
them. These are days 
when we must watch 


so \ 
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The ‘Reason Why 


SAGER & JULEY 
Green Bay, Wis. 


Your quarter century subscribers have nothing on 
us. We, too, have been reading the Boot AND SHOE 
RECORDER since 1901 with a great deal of satisfac- 
tion. We can always profit by the many good sug- 
gestions contained in your publication. 


(Signed) R. E. SAGER. 
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done if all hands sit down and begin to croak. 

Down South a thunder storm came along one 
day and the lightning hit a granary filled with pop 
corn. The granary caught fire, the pop corn heated 
up and began to pop. Soon it covered the entire 
barn lot. An old mule saw it and shivered him- 
self to death, thinking it was a snow storm. That 
mule was no worse than the man who accepts an 
old legend as law and gospel and lets down because 
it is a presidential year and he has always heard 
that election year is “bad for business.” 

People will be wearing shoes and going places 
that will require different kinds of footwear. The 
dear ladies are not going to give up their pretties 
simply because two parties are out in the arena 
throwing mud at each other. 

The main thing will be to avoid too much par- 
tisan interest and political argumentation. A 
business place is a poor place to talk politics. The 
merchant who allows himself to be drawn into a 
political argument in his own store is foolish. 

The merchant who makes money in 1928 will be 
the one who goes about his business as if it were 
1929 or 1927 or any year other than 1928, and no 
election within a decade of him and his business. 


Playing Fair with Cuba 


HY should the tobacco interests be able to 

threaten the entire stoppage of our merchan- 
dise trade with Cuba by package mail? On March 
first, unless public sen- 
timent effectively sup- 
ports legislation to 
avert that calamity, 
parcels-post business to 
and from Cuba will be 
suspended. 

The tobacco lobby 
says that cigars cannot 
enter this country in 
lots of less than 3000. 
Certainly Cuba has a 
right to ship her cigars 
in smaller quantities. 
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that a “presidential 
year is always a bad 
year for business.” It 
means a lot of careful 
thinking and attention 
to the task dn hand. 
Certainly it cannot be 


regularly each week is a good habit. 

And when so many of our loyal subscribers as- 
sure us that they do, we feel gratified at this evi- 
dence of our service being helpful. 

We sincerely hope that Mr. Sager will be a mem- 
ber of our half century club in 1951. 
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manufacturers and ex- 
porters are to have 
their access to Cuba 
barred through parcels- 
post, a lot of business 
will be lost. It is up to 
our Congress to save 
the parcels-post with 
Cuba. 

We suggest that this 
be taken up with your 
Congressman. 


President. 


















New Notes in Spring Styles 
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Dolled-Up Opera Pumps Seen in Atlantic City 
at Middle Atlantic Convention—Talk 


of Merger with New York 


HE open forum method of de- 
| veloping information on the 
problems of shoe retailing, 
rather than set speeches, was the 
method used at the fourteenth an- 
nual convention of the Middle At- 
lantic Shoe Retailers’ Association 
which foregathered at the Hotel Am- 
bassador, Atlantic City, N. J., the 
first three days of this week. 

The convention proper got under 
way about 11 o’clock Monday morn- 
ing, and shortly after noon several 
hundred retail merchants were in an 
open forum session, firing questions 
at each other and giving answers so 
rapidly that at times it was difficult 
to follow them. 


The convention opened in the 


Japanese Room, with Meyer Marx, 
chairman of the convention commit- 
tee and a retailer of Atlantic City, 
welcoming the delegates to the sea- 





shore city. His welcome was sec- 
onded by Walter Hanstein, a public 
official of the city, following the in- 
vocation by Rabbi Herman M. 
Fisher. 

George Garman, president of the 
association, then gave his annual ad- 
dress, in which he urged all mem- 
bers to take part in the discussions. 
He reviewed briefly the activities of 
the association in the past year, em- 
phasizing particularly insurance and 
educational work. He also made a 
plea for support of the $4,000,000 
men’s shoe advertising campaign, 
which was further discussed by 
Earnest E. Burrill, chairman of the 
campaign committee, at the Tuesday 
meeting. 

Following the appointment of new 
committees, the convention § ad- 
journed to the Venetian Room, 
where Albert J. Schmidt of Pitts- 
burgh presided at 





















Nothing the matter with the models who 
displayed shoes and costume accessories at 
the style show put on by the Middle Atlantic 
Shoe Retailers’ Association, held in connec- 
tion with their convention this week at At- 
lantic City. Above is the latest in woven 
shoes with bag of woven material to match. 
To the right is a group as they appeared on 
the runway at the Hotel Ambassador. 


the Good-Fellow- 
ship luncheon. The 
only speaker at the 
luncheon was E. S. 
Barlow, sales man- 
ager for the A. E. 
Nettleton Co., 
Syracuse, N. /Y., 
who talked on the 
men’s shoe situa- 
tion. He asserted 
that a definite 
trading-up move- 
ment in men’s 








footwear is under way and pointed 
out that the retail merchant who 
sells a high grade shoe that wears 
well, gives comfort and satisfaction 
to the customer, is a real trade build. 
er, in that it brings the purchaser 
back to the store, while the sale of 
less satisfactory shoes often leacs to 
the customer’s avoiding the store 


that sold him that particular pair of B 
shoes forever after. é 

The open forum session that fol- 
lowed the luncheon was presided & 
over by Jules Winkleman, Philadel. 
phia and New York retailer. The 
question of style and color was well § 


discussed after Miss Hilda Rau of 9 
the Robert H. Foerderer Co., kid 
skin tanners of Philadelphia, had © 
sketched the color situation. 3 


ISPLAYING a number of the F 
newest “dusty” tones in silks, 7 
she showed leathers to harmonize, 7 









ih Dis i ily Saas nc SaG oR a 





mostly in the light beige family. She § 
asserted that the Winter resorts are 9 
showing the use of lots of white in 
costumes, and for wear with these }% 
she recommended the white shoe} 
either solid or trimmed with color or 
the off-white shade. For street wear 
with the beige dresses and the pal 
pastel tints, she suggested naturd § 
beige shoes. She asserted that fewer By 
black shoes will be worn, as it is nov Bi 
the fashion to match the shoe to the 
dress rather than to make a contrast. 

Mr. Winkleman took exception tf 
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her remarks about the lessening of 
a demand for black and asserted that 
the women’s Spring shoe demand 
will run as high as 75 per cent black, 
principally patent and kid. His 
statement was not challenged, but in 
private conversation several retail 
merchants expressed the opinion 
that this percentage is a bit too high. 
At the same time, there was a strong 
feeling among the merchants present 
that black will be a big seller this 
Spring, fully as big as it was last 
year. 

In a discussion on patterns, it was 
prought out that light thin straps 
may be expected to lead. A new note 
is the dressing up of opera pump 
patterns with cut-outs, everlays, etc. 

Questions on service, the training 
of salesmen, stock and expense con- 
trol methods and sales, were dis- 
cussed to some extent. A majority 
of those present seemed to feel that 
sales are being overdone, but that 
clearance sales at the end of a season 
are necessary and are productive of 
results if conducted with no attempt 
to deceive the public. 

Among the speakers on salesman- 
ship in the retail store was Miss 
Helen Haney, associate editor of the 
BooT AND SHOE RECORDER, who 


sketched tried and tested sales-train- 
ing and salesman-stimulating meth- 


ods. 


HE style show, presented on 

Monday and Tuesday nights, had 
an ideal setting in the Renaissance 
Room of the Hotel Ambassador. 
Against the naturally colorful back- 
ground of the room, brightly colored 
silks had been hung and when these 
opened in the center they disclosed a 
multicolored Oriental tent. After 
some dancing and singing divertisse- 
ment, the shoe show itself began, 
with the bringing in of a large treas- 
ure chest by two scantily clad slaves. 
Out of this treasure chest stepped the 
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models, one by one, carrying the 
name of the maker of the shoe worn 
on a large cardboard sign, cut in the 
shape of a shoe. Some thirty firms 
exhibited on the runway. 

The style revue shoes leaned large- 
ly toward evening types in which 
silver alone, or in combination with 
brocades, easily led. A few black 
satins were exhibited, and in almost 
every case these carried rhinestone 
heels, straps or collars, and some- 
times all three. Both opera pumps 
and strap types, mainly the T-strap, 
prevailed in the evening shoes. 


HE showing of street and after- 
noon shoes, while rather small in 
number, displayed a strong tendency 
toward the use of the beige shades 
in kid and suede. Variations of the 
opera pumps were strongly repre- 
sented, in fact, as strongly as were 
the more conventional strapped 
shoes. Beige, running from the rose 
blush tones through white jade, was 
the choice of most of the runway 
exhibitors. Several dark brown 
tones were also shown. Whites were 
few and were almost universally 
trimmed with beige or some color. 
One striking street shoe was a red 
kid oxford with black patent broad 
lace stay, worn with a black dress 
trimmed with red. Several green 
kid shoes were 
worn on the run- 
way, one or two 
blue kids, but only 
a few patent leath- 
ers, in comparison 
with the usual 
showing of this 
staple leather. 
Black and white 
and brown and 
white sport shoes 
had a fling, and 
several interesting 
sport shoes using 





better. 
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the new processed leathers in polka- 
dot, snake and other designs at- 
tracted some attention. 

Linen and other fabric shoes, 
which might be expected to have a 
large representation at such a re- 
sort as Atlantic City were conspicu- 
ous by their absence, only one or two 
in pastel shades of green making 
their appearance. 


HE outstanding note was the use 

of the opera pump type pattern 
and the combining of two materials, 
such as kid and suede of the same 
color in one shoe. Several of these 
were shown on the runway. 

Three men models displayed street 
and sport shoes and a half dozen 
kiddies were used to show the new- 
est numbers in children’s shoes. 
Sport types were strongest in these. 

More than 100 lines of shoes and 
accessories were displayed in rooms 
on the first, second and third floors 
of the Ambassador. Many of the 
exhibitors had _ special additional 
booths in the main lobby of the hotel 
and in the long sun-room leading 
from the lobby to the Renaissance 
Room where the style revues were 
held. 

Actual business transacted on the 
first day was light. Manufacturers’ 
representatives reported some or- 
ders, mainly for light colored shoes 





Spring footwear looks just as well on the 
Boardwalk as in the store window—even 
At the left, you see what our 
photographer saw when he took a stroll just 
after luncheon. 
in leggings or gaiters with the so-called 
Zipper fastener. 
Middle Atlantic merchants for the first time 
at the Atlantic City convention 


Above is something fancy 


They were introduced to 
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with which to sweeten retail stocks. 

Men’s shoes had an inning on the 
second day of the convention, con- 
fined to one session, which began 
with the good fellowship luncheon 
shortly after noon and extended un- 
til 4 o’clock. The open forum dis- 
cussions were limited to men’s shoes, 
and the men’s advertising 
campaign was explained by 
Earnest A. Burrill, chairman 
of the plan and scope commit- 
tee. 

Alvin E. Dodd, manager of 
the Domestic Distribution De- 
partment of the Chamber of 
Commerce of the United 
States, was the principal 
speaker at the luncheon. Un- 
der the subject of “Facing the 
Facts in the Distribution 
Situation.” 

Mr. Dodd painted a picture 
of current conditions, not only 
in the retail shoe field, but in 
other lines of retailing as 
well. He sketched the growth 
of chain store merchandising 
and of the tremendous 
changes that have come about 
in all lines of retailing in re- 
cent years, pointing out that 
in this state of flux, new meth- 
ods and new standards are 
essential. 


OMING down to the re- 
tailing of shoes, specific- 

ally, he said that little or no 
actual data is available. In 
11 cities of the country, only, 
have comprehensive surveys of 
shoe retailing been made. He 
made a plea for the support 
of movements designed to gather 
more real statistical information on 
the subject of retail distribution. 

Following Mr. Dodd’s address, the 
subject of men’s shoes was brought 
up and Jesse Adler, New York re- 
tailer of men’s shoes, took the floor 
and sounded a keynote of appealing 
to a man’s sense of correct dress in 
order to sell more men’s shoes. 

“Comfortable as an old shoe,” said 
Mr. Adler, “was an ancient fact,.but 
now it’s an up-to-date fake, falsehood 
and fairy story. In fact, to the man 
who is at all careful about his per- 
sonal appearance, it’s a damn lie! 
No prosperous and successful fellow, 
young or old, is comfortable nowa- 
days if his shoes look old and shabby. 
He feels more at ease and his feet 
are perfectly comfortable if he is 
well shod with shoes that haven’t 
wasted their youth, lost their man- 
hood, and turned up their toes in 
spineless old age. 

“Appropriate dress counts more 
now than ever—and the only time 
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when shabby shoes are appropriate 
are when they are worn with shabby 
clothing. A man owes it to himself, 
to his business, to his sweetheart, to 
his wife, and to his family to own 
and wear as many pairs of shoes 
carefully chosen as he owns business 
suits—with extras for sport and 





Snapped on the boardwalk between open forum 
sessions, George M. Garman, retiring president 
of the Middle Atlantic Association, with Albert 
J. Schmidt, of Pittsburgh, an active member and 


director of the association 


dress occasions. 

“(Down through the ages men have 
sought for and clung to comfortable 
footgear. Nowadays that’s all any 
good shoe store has to sell. A man’s 
shoe is no longer as old as it feels; 
it’s as old as it looks. One way to 
keep shoes looking youthful is to 
polish them—and one way to put the 
men of this country on a better foot- 
ing is to convince them that it is just 
as necessary to keep shoes polished 
and to change them often as it is to 
wear freshly laundered shirts and 
collars. And it is just as important 
to wear a shoe that blends with the 
rest of your apparel as it is to select 
a tie or cravat that blends. There is 
a style and a color shoe for each 
shade of suit, and a shape and style 
for each type of man. 

“That old saying, ‘it stands out 
like a sore thumb’ will fade away 
and soon we’ll say that one who is 
improperly dressed stands out like an 
ill-shod foot. You don’t find a foot- 
ball player wearing a tennis costume 





for his game, because it isn’t appro. § 
feet & 


priate, and just because one’s 
are covered is no reason to be satis- 
fied—shoes are not just foot cover. 
ings. So why suffer Shoe-Shame; 
why shoe your feet as you shoe 
horses’ hoofs? You must dress your 
feet as you would were you to ana- 
lyze your dress if you wish to 
put your best foot forward 
and have foot comfort. Foot 
comfort is mental as wel! as 
physical.” 

From this the discussion 
drifted to many different 
phases of the men’s shoe 
game. Al Schmidt of Pitts. 
burgh suggested the selling 
of more high shoes in the 
winter time, with which Mr, 
Adler agreed, as did se 
others. 


that 
lave 
*$ in 


T was pointed out 

many shoe stores 
stopped showing high sh¢ 
their windows and ther 
tion of light weight shoes for 
summer was then brought up, 
with Mr. Adler asserting that 
in the large centers of popv- 
lation, light weight, or sum- 
mer weight shoes for men 
have gained ground steadily 


that, in his opinion, will make 
still further progress. 

Another interesting discus- 
sion developed on the subject 
of carrying accessories, such 
as golf equipment along with 
men’s shoes, and _ several 
speakers testified to the profit 
they had made in these side lines, 
although, it was pointed out, such 
accessories should be handled with 
caution and in a limited amount. It 
was also suggested that the growth 
of horseback riding in many con- 
munities offers profit possibilities in 
handling riding boots. 

Ernest Parks of Syracuse s 
a discussion by asserting that the 
downhill trend in the retailing of 
men’s shoes is partly the fault of 
retail merchants who do not spend 
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the proportionate time and mo 
advertising men’s shoes that t! 
in selling women’s shoes. 

“We follow the line of lea 
sistance,” he said, “and hav 
neglecting the men’s end of th 
too long. I think that fully a 
money should be spent by th: 
shoe man in advertising his 
shoes as he spends in exploit 
women’s shoes.” In this a 
number concurred. 

Mr. Burrill, in his talk, «sed 3 
number of charts to drive home se 


[CONTINUED ON PAGE 62] 
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| More Money for Your Salesmen? 


An Outline of Different Methods of Compensation 
Which Will Tend to Decrease Sales Cost 


GN 





NE of the real prob- 
O= which confronts 

every store owner is 
the proper amount and proper 
method of compensation. 
There always has been and 
always will be a limited group 
who very definitely want to 
hire salesmen as cheaply as 
possible and expect a big 
sales total. Disregarding that 
group, which is by far in the 
minority, the question which 
confronts the fair minded 
store owner is: 

“How can I pay my em- 
ployes fairly, encourage them 
to expect to gain added in- 
come as their sales increase, 
and take into account the 
other store duties as well as 
straight selling?” 

It is obvious that the 
method must differ in the 
small general stores where 
there are two or three sales- 
people employed, and the big 
city shops, where specializa- 
tion of duties can be carried 
out more definitely. Again, 
an employe who is also win- 
dow dresser or advertising 
writer must be individually 
considered. 





other store merchandise. 


H-1056 Wants 
H-1057 Wants 
H-1058 Wants 


H-1059 Wants 
H-1060 Wants 
H-1061 Wants 
H-1062 Wants 
H-1063 Wants 


They Want to Know 


Merchants ask us where to buy shoes and 


list typical inquiries, thus: 


cheap shoes and cheap jobs. 


$5. 
women’s high grade rejects. 


women’s cheap felt boudoirs. 


men’s oxfords to retail $4. 


men’s dress shoes to retail $5. 


H-1064 Wants women’s smart novelties retailing 


$5 to $8 


Interested parties may have names on 
request to Information Department, Boot 
and Shoe Recorder, 207 South St., Boston, 


Mass. 





en 


In this space we 


handbags and purses from stock. 


line of women’s novelties to retail 


old style button jersey leggings. 


— 


ing $6,240, or 9.6 per cent. 

But it is obvious that the 
$20,000 man is worth more 
than the $12,000 man, and he 
naturally expects and is en- 
titled to a greater compensa- 
tion for the greater amount of 
sales he produces. The $20,- 
000 man is producing profit- 
able business because his sell- 
ing percentage is about 7.5, 
whereas the $12,000 man is 
costing over 12 per cent, and 
unless he has other valuable 
and important duties which 
absorb a substantial part of 
his time he is an unprofitable 
sales unit. 


UTTING the story in an- 

other way, suppose one 
man, who gets $6 per day, 
sells six pairs of shoes at $8 
per pair. His daily selling 
cost is one dollar per pair, or 
12 per cent on the total sales 
of $48. Suppose he sells 
eight pairs per day instead of 
six pairs. Then his selling 
cost per pair is 75 cents as 
against $1, and by that proc- 
ess alone he produces profit 
for the store by cutting the 
selling cost per pair. Also his 














It is equally obvious that 
the first step in considering 
any change of plan is to know what 
present selling costs are, and what 
the law of averages reveals. In most 
expense accounts the whole payroll 
constitutes nearly one-half of the 
total expense budget, this including 
the proprietor’s or manager’s draw- 
ing account. The percentage for 
straight selling, that is, for those 
employes who do nothing else but 
sell shoes, varies in the average store 
all the way from 7 to 12 per cent, and 
probably 9 per cent is as low as an 
average figure can be expected to 
reach under present conditions. 

A salesman who is selling $20,000 
and has an income of $1,800 is a 9 
per cent man. If he sells only $15,- 
000 for an $1,800 income he is a 12 
per cent man. Men who can sell 


$25,000 are worth $2,000 and even 
more, because such ability helps to 
produce its share of the important 
top 10 per cent” of volume which 


Cs 


is the part of the volume profitable 
to the store. 

For the purposes of this discus- 
sion, we are eliminating from con- 
sideration the question of premiums 
on the sale of short lines or odd 
shoes, in the belief that while such 
premiums are really income, never- 
theless the income from that P.M.’d 
pair when sold should pay this pre- 
mium and should not be considered 
in straight selling. 


EFORE considering any plan, 

therefore, the first step is to be 
able to analyze what each man in the 
store is costing, both in amount and 
in percentage on the sales he is pro- 
ducing. If four men in a store are 
each getting $30 a week, or $1,560 
per year, if one sells $20,000, the 
second $18,000, the third $15,000 
and the fourth $12,000, the totals re- 
flect that to sell the $65,000 is cost- 





~~ daily sales total increases to 
$64 and his per cent of sell- 
ing cost becomes 9.2 instead of 12. 

The prettiest way to decrease the 
total store selling cost is for each 
proprietor to discuss frankly but in 
a friendly way this very question of 
production versus compensation and 
point out that if the individual sales- 
man, by “creative selling,” increases 
his production and therefore de- 
creases his selling cost percentage, 
then the store expense account can 
afford to reward the man in accord- 
ance with his increase. 

No standard formula can be of- 
fered to owners of shoe stores for 
an infallible, fair and fool-proof 
method of setting up a compensa- 
tion plan which will eliminate the 
necessity of considering individual 
cases, individual abilities and spe- 
cial duties. In the three sets of 
figures which follow, the attempt is 
simply to outline how compensation, 
worked out both in amounts and per- 


[CONTINUED ON PAGE 88] 
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Good Buying at Dallas Meeting 


Delegates to Texas-Oklahoma Convention Told How to Operate 
on a Rising Leather Market 


raising the prices of their shoes. 


the latter part of 1927 but now are 


RACTICALLY 1500 merchants, immediate necessity of merchants tent. Calf skins did not follow until 
Prasnssacturers and wholesalers 


were registered at the Adolph- 
us and Baker hotels in Dallas to 
attend the joint convention of the 
Southwestern Shoe Travelers’ Asso- 
ciation and the Texas-Oklahoma 
Shoe Retailers’ Association, held 
Jan. 23-24. Over 200 lines were dis- 
played, early indications revealing a 
spirited buying session. The open- 
ing session of the convention, a 
luncheon held in the ballroom of the 
Adolphus Hotel, convention head- 
quarters, was presided over by Har- 
old Volk. After the invocation by 
Dr. Humphrey Lee and a welcoming 
address by M. J. Norrell, manager 
of the Chamber of Commerce, dis- 
tinguished guests responded with 
brief talks. 

Joseph F. Leopold, manager of the 
South Central Division of the United 
States Chamber of Commerce, in his 
address painted a picture of business 
with its new channels of distribu- 
tion, stressing the increasing compe- 
tition in the chain store field. 


6 REMENDOUS changes are 
taking place in channels of dis- 
tribution,” said Leopold. “The busi- 
ness man must look ten years into 
the future if he is going to operate 
his business properly. One of the 
great problems facing the retailer 
today is chain store competition, but 
independent retailers can meet this 
condition if they will operate their 
stores as intelligently and as scien- 
tifically as do the chain stores. The 
success of chain stores lies in their 
centralized buying, centralized man- 
agement, group advertising and 
ability to figure smaller profits on 
each individual unit in the chain.” 
House-to-house selling is a possi- 
bility in the retail shoe field, accord- 
ing to Leopold, but he refused to be- 
lieve it was something in the near 
future. 
The luncheon meeting adjourned 
to another room, where the after- 
noon session was continued. 





Beverly Jones, merchandising 
manager of the Roberts, Johnson 
and Rand branch of the Interna- 
tional Shoe Company, St. Louis, in 
a forceful address pointed out the 


“In December, 1926,” he said, 
“upper leather hides were selling for 
121% cents, with a gradual advance 
until July, when a slight recession 
occurred. In August the increase 
continued until the first of December. 
without anyone being alarmed or 
concerned over the condition. From 
December to January a still further 
advance took place until the same 
hides that were selling for 121% cents 
had advanced to approximately 
twenty-four cents. Sole leather 
hides advanced even to a larger ex- 














relatively as high as side leather, 
In some instances we _ substituted 
calf skins for side leather because 
of the same market or a little be- 
low. This recent advance since 1927 
was the last straw that broke the 
camel’s back insofar as_ enabling 
manufacturers to continue holding 
their prices so that the retailer could 
also maintain their more or less 
standard selling prices. If manu- 
facturers give the same quality they 
formerly gave, it will be necessary 
for retailers to advance their prices. 
66 ANY manufacturers and re- 
tailers are trying to make a 
very complicated problem out of this 
situation and are trying to find some 
peculiar way in which it may be 
solved. There is nothing complex 
about the solution. It is simply a 
matter of arithmetic and we might 
just as well face the facts squarely 
and decide to maintain our quality 
at higher prices or lower our quali- 
ty at present prices. The most dan- 
gerous thing, in my opinion, for a 
retailer to do is to lower the quality 
of his merchandise as an expedient, 
for it will destroy good will it has 
taken years to build up. The most 
practical way to meet this situa- 
tion is to average the cost of mer- 
chandise from time to time and base 
your selling price on this average. 
This not only is fair to the consumer 
but if a merchant will continue this 
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policy on a rising or declining mar- 
ket he will never be in that danger- 
ous position that so many merchants 
found themselves in when the market 
proke in 1921. 

“The company with whom I am 
connected has operated on this policy 
for years and while it is extremely 
simple it is a great safeguard re- 
gardiess of market conditions. In 
meeting merchants from many parts 
of the country, I have found few who 
appreciate the situation, but regard- 
less of that they will have to face it 
and the sooner they do it and adjust 
themselves to that condition, the 
better off they’ll be. There is no 
indication of a recession in prices 
in the next few months and a re- 
tailer can be reasonably sure of buy- 
ing his spring and summer require- 
ments.” 

Following Mr. Jones’ address, an 
open forum style discussion took 
place. Pratt Harris, of McKinney, 
Tex., presided. A dance at the 
Baker Hotel and a stag in the 
Adolphus Hotel starting at midnight 
concluded Monday’s program. 


OUTHERN merchants attending 
the convention plunged into a 
sprit of buying better than that re- 
ported at the previous meeting. 
Heavy businss was booked by the 
manufacturers, who were enthusias- 


tic in disclosing orders from almost 
every section of Texas and many 
parts of Oklahoma, New Mexico and 
Arizona. 

The volume placed on order sheets 
was a decided increase over that of 


last year. Merchants bought with 
definite knowledge that two materials 
would positively sell. Colored kid 
and patent swept the style field in 
the merchant selection of the South. 
In colors, the honey beige family 
showed slight favor over patent 





1929 N.S.R.A Con- 
vention Jan.7, 8,9 


CHICAGO, ILL.—The 
board of directors of the 
National Shoe Retailers’ 
Association has again se- 
lected Chicago as its con- 
vention city. The 1929 
convention will be held 
Jan. 7, 8 and 9 and the 
official hotel, as this year, 
will be the Stevens. 











leather, particularly in higher grade 
footwear. The unanimous opinion 
of many merchants interviewed from 
all sections of the Lone Star State 
revealed colors in the honey beige 
field as first choice. 

Some medium priced manufac- 
turers reported patent leather ap- 
proximately 60 per cent of the de- 
mand, with 40 per cent colored kids. 
Others divided these materials fifty- 
fifty. Straw materials showed more 
strength in popular priced shoes 
than those higher priced. Top grade 
operators have approached this ma- 
terial cautiously because of its popu- 
larity in cheaper merchandise. A 
flood of straw shoes in cheaper 
grades would eliminate it from 
ultra smart shops, was the opinion 
of merchants in this field. 

Merchants operating in higher 
price range have resorted to novelty 
fabrics in linens, meshes and varied 
creations of weaves so difficult to 
name that salesmen are compelled 
to use stock books for enlighten- 
ment. 

Hesitancy prevails with merchants 
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greatly agitated regarding this new 
development in the style field. Those 
that have bought shoes of this type 
are restless, awaiting the customer 
response to this recent contribution 
of materials for summer wear. 
Others, when questioned regarding 
the situation, merely reply: “I 
don’t know.” 


ITH colored kids, straws and 

fabrics outstanding materials 
for spring and summer, white kid 
received scant attention from mer- 
chants in the buying. No demand 
for gray was reported, but strength 
in red, green and blue kid in sandal 
types was reported. 

Black satin was surprisingly good, 
with reports of a betterment by 
manufacturers and merchants. 
Moire quarters and brocaded vamp 
effects were popular types. This 
combination was also good in blond 
satin. 

In patterns, pumps were better 
than straps, although the division of 
choice was slight. Few front straps 
are wanted in the South except in 
sandal types, where they are im- 
mensely popular. Straps, for the 
most part, are slender, although one 
manufacturer was successful with a 
broad strap pattern. Light tie ef- 
fects are good. 

A definite trend for sandals was 
established. Open shanks are passe. 
The new types all have support at 
the arch. Plenty of cut outs in vamp 
sides and back parts predominate in 
patterns. Saddle effects with front 
straps are decidedly good. Lasts 
have changed little—short vamps 
and round toes are nearly 100 per 
cent. 
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The Tuesday morning business 
session was deferred until the noon 
luncheon, where Howard V. Steph- 
ens, president of the Johnson-Steph- 
ens & Shinkle Shoe Co., made the 
principal address on style pertaining 
to women’s shoes. 

Mr. Stephens disclosed the neces- 
sity of beauty in combining and se- 
lecting materials for the building of 
exquisite foptwear. Beautiful colors, 


an eye for artistic shaping of shoes - 


and modishness in design were es- 
sentials in producing unusual foot- 
wear, he stated. He made the fol- 
lowing style forecast for the coming 
season: 

Patterns: First, airy strap effects 
and front straps; second, opera and 
pump effects; third, light tie effects. 

Lasts: Present types, principally 
short vamps with good broad toe, to 
continue with more receding toe than 
the present balloon type. 

Heels: Eighteen and nineteen 
eights good. Heels higher than nine- 
teen eights better in $5 and $6 grade; 
second, thirteen and fourteen eights 
box heels good. Thirteen and four- 
teen eights junion Louis heels very 
good. Not only popular with flap- 
per but appeal to more sedate woman 
as well. 


Materials: Honey beige kid leads 
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H. L. DAVIS 


Newly elected president of the 
Texas-Oklahoma Association. Mr. 
Davis hails from Waco, Tex. 
Other officers elected are: first 
vice-president, H. F’. Volk, Dallas; 
second vice-president, H. S. San- 
derford, Wichita Falls; third vice- 
president, Henry Byers, Fort 
Worth; fourth vice-president, C. 
H. Reid, Abilene; secretary, W. 
B. Taylor, Fort Worth. 








all colors. Rose blush will sell. Gray | 
not strong. Second, patent leather © 


and black satin brocade quarters 
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good, black satin stronger with us | 
than in several years; blond satins 7 


in brocaded combinations will sell, 

Third: White kid. 

Fourth: Linens, natural and 
white, embroidered and printed ef. 
fects. 

Fifth: Reptiles in the South only 
in a limited way. 

Sixth: Colored calf in low shies, 
Straws and linens will sell as extra 
shoes. 

A switch in the program prevented 
John A. Bush, president of Brown 
Shoe Co., from appearing on the 
program because of an engagement 
to speak at another meeting. Lester 
H. Gibson, chairman of the Ways 
and Means Committee of the N. §, 
R. A., outlined the plan of the $4. 
000,000 national advertising can. 
paign for the men’s shoe industry. 

A style show, elaborately pre. 
sented, was held Tuesday evening in 
the Adolphus. Twenty-eight shoe 
manufacturers exhibited their scin- 
tillating styles on models appropri- 


ately garbed in the South’s choicest PB opene: 


style creations. 
The revue was artistically pre- 
sented on a well lighted runway. 


Figuring Selling Costs on the “Per Pair’ Basis 


HERE is a value in reducing sell- 

ing costs to a “per pair” basis, 
but there is also a danger. In a one- 
price store there is no confusion, but 
where two, three or more retail 
prices are involved, then a serious 
mistake can occur in clinging literal- 
ly to either the “cost per pair” basis, 
or the “percentage” basis. 

First, to obtain the correct selling 
cost per pair, the expense total must 
be reduced to a figure in the same 
ratio which the shoe sales (men’s 
and women’s only) holds to the total 
volume. Otherwise the expense of 
selling the miscellaneous sales is un- 
fairly spread over the pairs sold. 

Below is a simple and accurate 
method of finding the average sell- 
ing cost per pair. 

But every dealer knows it is not 
true that it costs an equal amount or 
an equal percent to sell all pairs. 
The sale to a man who telephones for 


a pair “just like the last’? does not 
create a $2.50 expense of selling. On 
the other hand the lady who insists 
on seeing a sample of most every line 
in stock before deciding, creates a 
greater cost. Also the cases where 
careful, painstaking fitting is called 
for, the service rendered is more 
than the mere pro rata for rent, ad- 
vertising and salesman’s time. 


The two sets of figures below 
show how the two methods of “per 
pair” expense and “percent”’ expense 
would produce two different and mis- 
leading conclusions. 

In the first chart, a literal observ- 
ance of the “per pair” method would 
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make it appear that there would be | 


an actual loss on the $6 sale and an 
abnormal profit on the $10 sale. 











SELLING Cost PER PAIR (On percentage basis) 


Fa NO ta cS ied BA le 3 

















Total sales 
Less miscellaneous sales 
Net shoe sales 
Total selling expense 


Less selling expense for miscellaneous sales 


Net shoe selling expense 
Total pairs sold 


ee 
er 


re 


er 


ee ee ee) 


Cost of selling per pair............... 


Sale price ...$10.00 $8.00 $6.00 $24.00 $8.0 

Cost price ... 6.00 5.00 3.85 14.85 4,' 
Gross margin 4.00 40% 3.00 37.5% 2.15 35.8% 9.15 38% 3.05 38% 
Expense ..... 3.00 30% 2.40 30% 1.80 30% 7.20 30% = 2.40 30 
Net profit ... 1.00 10%  .60 7.5% 35 58% 1.95 8% 6) 8% 

SELLING Cost PER Pair (On average cost per pair basis) 

Total A\ ‘rage 

Sale price ...$10.00 $8.00 _ $6.00 $24.00 $8.00 

Cost price ... 6.00 5.00 - 3.85 14.85 4.95 
Gross margin 4.00 40% 3.00 37.5% 2.15 35.8% 9.15 88% — 3.05 38% 
Expense ..... 2.50 25% 2.50 31.2% 2.50 41.6% 7.50 31% ~— 2.50 31% 
Net profit . 1.50 15% 50 63% —.385 —5.8% 1.65 7% 5S 1% 
Likewise in th ond chart, 4 
.. $60,000 100% “ ae heel 
6.000 10% iteral percentage basis is misleat- 
¢: os on _ ing, for it does not necessarily fol- 

Kf ’ © of sales : é — 
1800 10% of total expense low that if the selling cost is 30 al 
<< 200 30% of sales cent that it costs $3 to sell a $!0 pair 
Sa 50 Men’s and women’s only of shoes, any more than it c:sts $ 
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to sell a $15 pair of shoes. 
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increase in his men’s shoe 
business of $400 for Decem- 


| A» 
; A“ 1927, over that of any 


B previous month in the history of 
4 


» Kennedy’s, Boston, is the record 
} which Mareus McWeeny, salesman- 
Mr. Mc- 


') buyer-manager, reports. 
also reports that January 


$ 
» Weeny 


|) opened auspiciously with the first 


bla |) week beating all previous figures for 


'a similar period. He says that he 
/ has accomplished this by selling his 
7 salesmen and himself on the plan of 
' making “double and triple headers” 
4 to each customer, through talking the 
- importance of frequent changing of 
> shoes for health’s sake, and the 
economy of a greater shoe service 
- from two pairs bought at the same 
) time, and worn with frequent alter- 


nations. 


Si seh 


oT Path 2. 


Always Shows Tans 


If the customer asks for black 
- shoes, he brings along a pair of tan 
q shoes, also, and fits a black shoe on 
. 
‘ 


ct atte a 


one foot and a tan on the other foot 
—‘just to see how they look”—the 
while he explains the advantage of 





every man owning two pairs of 























The “P. M.” salesman urges cus- 
tomer to buy several pairs “For the 
Health of the Feet” 
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THROUGH LEARNING HOW TO DOIT! 
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ADVANCEMENT THROUGH ‘KNOW~HOW’ 
Edited by Helen M.Haney 





























The salesman could show just how 

embarrassed a gentleman who did 

not change to black shoes for eve- 
ning wear might feel 


new shoes. If customers say that 
they do not want tan shoes, he takes 
the tans right back to their carton, 
and brings out another pair of blacks, 
but in a little different pattern. 


Prices Move ’Em Fast 


And believing that good salesmen 
who can sell double headers every 
time should have an extra compensa- 
tion for their good work, he allows a 
25 cents PM. on every “double 
header,” regardless of price; “triple- 
headers” bring to the salesman a 50 
cents PM. Mr. McWeeny is also 
grading up. For instance, whereas, 
formerly, $6 to $7.85 shoes were 
popular numbers, he is now featur- 
ing and moving well the $7 to $10 
grades. “Last season, we did a big 
men’s $10 shoe business—we are out 
to do an even bigger men’s $10 shoe 
business this season,” says Mr. 
McWeeny. 





May—May Not—Move “Turnover” 


HEN Harry L. Buck, retail 
shoe merchant of Dayton, Ohio, 
asked us to discuss the subject of— 


Men’s Shoe Sales in New “Highs” 
McWeeny Added $400 to a Recent Month’s Business 
By Health Talks and “P. M.s” 


“Is it best to move a customer, when 
the turnover process is necessary?” 
we decided to make this question a 
prize problem. There are many 
opinions in the matter. It would 
seem that it is good store practice 
to move a customer in a large store, 
where there are many salesmen, and 
many departments. This is the 
opinion of a Boston store, as well 
as of a Louisville, Ky., store. A sales- 
man in a store in Danville, Pa., tells 
us that both methods are employed in 
his store with success. Stores in 
other sections of the country, and 
that veteran retail shoe salesman 
Ben Jacobson of East Orange, N. J., 
say that it is not good practice to 
move the customer. The Editor is of 
the opinion that the question is one 
which can most efficiently be decided 
by the individual store. 


May Move Customer Several Times 


The best reasons given for moving 
the customer comes from R. Whittet, 
“morale” man in the women’s shoe 
department of The Gilchrist Co., 
Boston, to whom is awarded the first 
prize. The second prize for excel- 
lence of argument on not moving the 














A customer may have to be moved 
because he is in the wrong depart- 
ment 
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customer is awarded to Alfred S. 
Massam, floor manager of R. H. 
Fyfe & Co., Detroit. 

BosTON—R. Whittet of the Gil- 
christ Co.’s shoe department says 
“By all means move the customer if 
the first salesman finds that he cannot 
sell her readily. Perhaps she is a 
young business woman, in a great 
hurry—she may be on a lunch hour; 
she knows~the value of time; she 
knows pretty well what she wants. 
Beside her may be seated a woman of 
leisure, who is demanding much at- 
tention—she could spend an entire 
day in the store as readily as the 
younger woman could spend a half 
hour. The selling “atmosphere” may 
be entirely wrong for the younger 
woman; the first salesman fails to 
please her—she is about to make a 
move to go out of the store. If, then, 
she is rushed to another section, it 
seems to her as if she is really in a 
new place. She sees action all around 
her and she buys. Perhaps a woman 
who wants a comfort shoe seats her- 
self in a section where novelty shoes 
are sold—she thinks she wants high 
style as well as solid comfort in a 





How will you explain the increased 
cost of shoes to your customer? 


shoe; the first salesman vainly tries 
to suit her. If she is asked to go to 
a certain section where there is “just 
the kind of comfort and style shoes 
for which she is looking,’ and she 
sees fewer high style shoes and a 
different salesman, she will un- 
doubtedly purchase. It is not amiss 
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Much trouble with customers may 
be avoided by moving the lady of 
leisure and the one-hour-for-lunch 
“steno” into different departments 
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With spring shoes showing an 
advance in prices, the inquiring 
customer will undoubtedly want to 
know the whys and the where- 
fors. 

Different stores will adopt vari- 
ous methods of “grading-up.” A 
few salesmen interviewed have 
been making a special study of 
leather prices and materials for 
the purpose of passing this in- 
formation on to the public. Stores 
are having weekly meetings of 
their salesforces and are there 
instructing them what to say 
when the occasion arises. Much 
depends upon the right answer. 
It is an interesting problem. 

When a customer says, for in- 
stance, “Why does this $8 shoe, 
which looks just the same as the 
one I paid $7 for last season, cost 
a whole dollar more?” What are 
you going to say? 

One merchant said _ recently 
that he thought that the public 
could be instructed sufficiently as 
to the advanced prices of foot- 
wear through store newspaper ad- 
vertising and through its general 





The January Prize Problem Will 
Bring $15 to Retail Shoe 
Salespeople 


How Are You Going to Explain the Increased Cost 
of Shoes to an Inquisitive Customer? 


knowledge of the fact that the 
world’s population is increasing 
and that there is a_ world’s 
scarcity of hides, but he also said 
that he would like to have his 
salesmen study into this matter 
The question, therefore, is: 
“How are you going to explain 
the increased cost of shoes to an 
Inquisitive Customer?” 


TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 


Poor composition and bad speli- 
ing are secondary considerations 
Only men and women actually 
engaged in selling shoes at re- 
tail are eligible to enter this con- 
test. Winners will be announced 
in these columns February 25. 


SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN FEBRUARY 13. 

















to move a customer several times 
until sale is effected. 


Don’t Move the Customer 


DetrRoIT, MicH.—Alfred S. Mas- 
sam, floor manager, R. H. Fyfe & Co., 
says: The customer should not be 
moved, because the minute you start 
to move a customer she or he loses 
the effect of the sale, and of the time 
spent. The customer immediately 
becomes disinterested. To make a 
turnover more effective, it is a good 
plan to have the floorman, or who- 
ever may be in charge, enter into the 
transaction; it gives the customer in 
general a satisfied feeling, to know 
that she is being given the very best 
of attention, and that is what we 
constantly strive to give, “Service 
and Satisfaction.” On the other 
hand, the salesman who takes the 
turnover, is generally glad to receive 
suggestions from those in charge in 
order that he may win the custom- 
er’s confidence immediately. Of 
course, a change of personality is 
often all that is necessary. I would 
therefore suggest to have a salesman 
thoroughly trained for turnovers, as 
well as for his other work with the 
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“keep smiling’ spirit. 


very short time. 
Both Turnover Plans Used 


DANVILLE, Pa.—Victor J. Marks, 
of Marks Shoe Store, says: “I be § 
lieve both ways are good, either tak- 
ing the salesman to the customer or F 
bringing the customer to the sales 


This again § 
gives the customer a feeling of satis- 
faction and the salesman prestige. | 
believe that 75 per cent of the turn- 
overs can be sold in this way inaf 











The unsuccessful salesman 
withdraw, taking the rejected 
with him 
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man. We work both plans in our 
store and I am unable to say which 
has the most effect. Some time ago 
I had a hard customer whom I could 
not interest to the purchase point, 
although she had tried on several 
pairs. She was getting ready to 
leave, when I asked her if she would 
mind stepping to the rear of the 
store, 28 I would like to introduce 
her to Mr. J » an expert shoe 
fitter and an authority on foot trou- 
ble. She consented. I introduced 
her to Mr. J—— and excused my- 
self. He asked her to be seated and 
after examining her foot proceeded 
to fit her to the same shoes I had 
shown her. He gained her confi- 
dence, sold her several pairs of shoes, 
and made a good customer for the 
store. The change of going from the 
front of the store to the rear, plus 
Mr. J——’s agreeable manner, I be- 
lieve sold the shoes to the customer.” 




























; Show Three Styles—Then Turnover 





East ORANGE, N. J.—Ben Jacob- 
son says: “When a turnover is nec- 
essary, it is usually caused because 
of certain cross-currents of misun- 
derstanding between the salesman 
and the customer. The salesman 
must not show the doubtful customer 
more than three styles before call- 
ing Mr. —— to take the turnover. 
The customer should not be moved 
unless she happens to sit in the 
wrong department or in an uncom- 
fortable seat. The first salesman 
will then go away, taking the stock 
he has shown with him. 





















“Fit Feet and Forget Mark-up” 





GREEN Bay, WIs.—R. E. Sager of 
Sager & July, since 1901 sub- 
scribers to the RECORDER, writes 
some constructive ideas in further 
comment on an editorial that ap- 
peared in our Oct. 29, 1927, issue, 
“Needed—More Salesman.” Mr. 
Sager says, in part: “I daresay a 
great many of the retail shoe mer- 
chants in the United States would 



















A customer may be moved by good 
teamwork 
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SOME CONSTRUCTIVE 
“CAN’TS” 


Kessenich’s Shoe Dept., Madison 
Wis.) 





Nat. W. Perston 


1—You can’t know your stock 
too well. 

2—You can’t talk “style” and 
“good looks” to your cus- 
tomer, with either shabby 
or unpolished shoes on 
your own feet. 

38—You can’t “put yourself 
out” too much for either 
the boss or your customer. 

4—You can’t work hard and 
get away without being re- 
warded for it. 

5—You can’t tell how far you 
may advance with some 
more knowledge in window 
trimming and advertising. 








(By Nat. Perston, salesman at 
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nce racreagernnennarNAg, 


be pleased to subscribe to a school 
to educate men and women for shoe 


salesmanship. But if a school 





FOR IDEAS—READ THE 
RECORDER 


(By H. Resnick, salesman 
Rosenberg Shoe Store) 


at 


DETROIT, MicH.—The Boot 
AND SHOE RECORDER has proved 
to be the beacon of the shoe 
salesman. It’s more than a 
Bible. We always find the 
rockless shore of shoe knowl- 
edge by the light of the RE- 
CORDER pages. 

Dante said—“Give the peo- 
ple. light and they will find 
their own way.” This can 
well be applied to the RE- 
CORDER. We eagerly await 
every week’s copy. Each edi- 
tion gives us a new idea for 
further success. I hope that 
your paper will continue as 
long as shoes are made and 
sold.—A. H. Resnick, sales- 
man. 
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or can be, started for that purpose, 
let us give the pupils a wider knowl- 
edge of feet fitting. Selling the 
shoes and fitting the feet are two 
very different services. Ninety per 
cent of salespeople are merely sell- 
ing shoes, and that is the very thing 
that mail-order houses do. Just sell- 
ing shoes is like trying to fit the feet 
by ‘long distance.’ The chain stores 
are on the ground, but all they do is 
sell shoes. Now, to get away from 
the mail-order houses and. chain 
stores and elevate our craft to its 
rightful position, salespeople must 
render ‘the fitting service,’ and the 
manager or proprietor should see to 
that feature. 


Forced Sales Spoil “Repeats” 


“Let us make our stores the pri- 
mary grade for feet fitting as well 
as shoe selling. Shoe selling will 
come naturally when the salespeople 
know how to fit the feet, as they 
then have the strongest selling point 
at their command and the undying 
confidence of their customers. When 
we have more feet fitting, we need 
not fear our markup. A forced sale 
is seldom a repeat customer.” 


Brown Has International Trade 


PHILADELPHIA, Pa.—B. Brown of 
Brown’s Shoe Shop, 731 West Girard 
Avenue, has the distinction of serv- 
ing not only many customers from 
this city and nearby towns but from 
Florida, Iowa, South Carolina, New 
York State, California, Oregon and 
Kansas. Nor does the domestic field 
cover entirely his long list of cus- 
tomers, for Mr. Brown is justly 
proud of his account in Cape Town, 
Upper Orange State, South Africa, 
who has recently sent a mail order 
for two pairs of shoes, one similar 
to a pair purchased previously at 
Brown’s Shoe Store when the lady 
was on a visit to the “Quaker City,” 
and one “smart” afternoon shoe in 
a size 5-6 fitting in English size, the 
style left to Mr. Brown’s discretion. 
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Good feet fitters have the undying 
regard of their customers 
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New Notes in Spring Styles 


(Continued from Page 54) 


eral merchandising points, such as 
making a survey of the sizes sold, 
increasing, volume and stimulating 
salesmen to greater efforts. Mer- 
chandising counsel, he said, is to be 
included in the men’s advertising 
campaign. He briefly analyzed the 
situation in men’s shoes and told 
the history of the current movement 
for a $4,000,000 cooperative adver- 
tising campaign on men’s shoes. His 
talk was enthusiastically received 
and sevral signatures of subscribers 
to the campaign were received dur- 
ing the afternoon. 


URING the convention, confer- 
ences were held between a com- 
mittee representing the New York 
State Shoe Retailers’ Association and 
officials of the Middle Atlantic Shoe 
Retailers’ Association looking toward 
a possible mereger of the New York 
organization with the larger region- 
al association and extending the lat- 
ter’s territory to include all of New 
York State. The New York commit- 
tee was composed of President Gos- 
per and Messrs. Adler, Parks, 
Strange, Patton and Butts. This 
committee, which expressed itself as 
favorably inclined toward such a 
merger, will report back to its own 
association and a membership vote 
on the proposition will be taken. 
Among the exhibitors were: 
American Shoe Co., Brooklyn, N. 
Y.; Austern Shoe Co., New York 
City; Atkinson Shoe Corp., Boston, 
Mass.; Ault-Williamson Shoe Co., 
Auburn, Me.; A. J. Anderson, Ames- 
bury, Mass.; Andrews-Wylie-Masser, 
Inc., Philadelphia, Pa.; A. J. Bates, 
Webster, Mass.; Samuel Brilliant, 
Boston, Mass.; Bancroft-Walker Co., 
Boston, Mass.; Barlin Bros., Brook- 
lyn, N. Y.; Bliss & Perry, Newbury- 
port, Mass.; Bloom, Langer, Lipp- 
man, Boston, Mass.; Bleecker Shoe 
Co., New York City; John Buckley 
Shoe Corp., Haverhill, Mass.; Beker 
& Friedman, Brooklyn, N. Y.; Boyd 
Welsh, St. Louis, Mo.; Best-Ever 
Slipper Co., Brooklyn, N. Y.; Carlisle 
Shoe Co., Carlisle, Pa.; Colton, 
Radoff Shoe Mfg. Co., Philadelphia, 
Pa.; Concord Shoe Co., Inc., New 
York City; Conrad Shoe Co., Brock- 
ton, Mass.; Chesapeake Shoe Mfg. 








Pittsburgh Man Made 
President of M.A.S.R.A. 


ATLANTIC CiTy, N. J.—At 
the final session of the Middle 
Atlantic Shoe Retailers’ Asso- 
ciation, held here, G. W. Lude- 
buehl of Pittsburgh was elected 
president. Other officers are 
Roy Walters of Wilkes-Barre, 
Pa., first vice-president; War- 
ner Peirce of Richmond, Va., 
second vice-president; Morton 
M. Peskin, Cumberland, Md., 
third vice-president; Lee Reine- 
berg, York, Pa., re-elected 
treasurer; Cal J. Mensch, re- 
elected secretary and manag- 
ing director. 


-+48ie+- 


Among the _ resolutions 
adopted was one empowering 
the directors to admit other 
State associations into mem- 
bership in the regional asso- 
ciation; and a second, heartily 
indorsing the proposed men’s 
campaign. 

+. 

The next convention will be 
held in Philadelphia, hotel and 
date to be determined later at 
a meeting of the board of di- 
rectors. 











Co., Baltimore, Md.; Cambridge Rub- 
ber Co., Cambridge, Mass.; Edwin 
Clapp & Son, Inc., E. Weymouth, 
Mass.; Cletter, Goodman & Heft, 
Philadelphia; Colella & Leighton, 
Lynn, Mass.; Dunn & McCarthy, 
Auburn, N. Y.; Dixon-Bartlett Co., 
Baltimore, Md.; Duane Shoe Co., 
New York, N. Y.; Irving Drew Co., 
Portsmouth, Ohio; Dexdale Hosiery 
Mills, Lansdale, Pa.; Charles A. 
Eaton Co., Brockton, Mass.; Elco 
Shoe Mfg. Co., Brooklyn, N. Y.; 
Finkelstein & Kessler, Philadelphia, 
Pa.; Fox & Feinsinger, Philadelphia, 
Pa.; Florsheim Shoe Co., Chicago, 
Ill.; Fox Brothers, Philadelphia; 
M. Fox & Co., Philadelphia, Pa.; 
Nath’] Fisher & Co., New York City; 
Gilbert Shoe Co., Thiensville, Wis. ; 
John S. Gray, Inc., Syracuse, N. Y.; 
Golo Slipper Co., New York City; 


F. M. Hoyt Shoe Co., Manchester, 
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Janua 


N. H.; F. Hecht & Co., Inc., Ney # 
York City; A. Hauptman, Inc., Ney Fy 
3 


York City; Hagerstown Shoe & Leg. 


| 


ging Co., Inc., Hagerstown, Md. 8 


Heim & Doremus, Inc., Brooklvn, N. 
Y.; Ideal Shoe Co., Philadelphi«, Pa,; 


Johansen Bros. Shoe Co., St. Louis § 
Johnson-Stephens & Shinkk F 


Mo.; 
Co., St. Louis, Mo.; Krippendort. 
Dittman Co., Cincinnati, Ohio: Mr 
A. R. King, Inc., Philadelphia, Pa,: 


Kelly-Schonfeld Co., Inc., Philade.)- 


phia, Pa.; Marston & Taple 
Athol, Mass.; P. J. Monaghan & (o, 
Baltimore, Md.; The Munro: 
Co., Inc., Boston, Mass.; P. W. Minor 
& Sons, Inc., Batavia, N. Y.; Morris 
Bros. Shoe Co., Quincy, II!.; 
Muskin Shoe Co., Baltimore, Md.; D, 
Myers & Sons, Baltimore, Md. 


Meyer Bros., Inc., Brooklyn, N. Y../ 3 


Mutual Shoe Co., Brooklyn, \N. Y.: 
The Marman Shoe Co., Philadelphia, 
Pa.; National Retailers Mutual Ins, 
Co., Philadelphia, Pa.; The Nuway 
Shoe Co., New York, N. Y.; Old Cal 
ony Shoe Co., Brockton, Mass.; Dr, 
A. Posner Shoes, Inc., Brooklyn, N. 
Y.; E. P. Reed & Co., Rochester, X. 
Y.; S. Rosenberg & Sons, Inc., Bos- 
ton, Mass.; Sylvania Shoe Co., Phila- 
delphia, Pa.; M. J. Saks Shoe Corp, 
New York City; The Stetsoii Shoe 
Co., Inc., S. Weymouth, Mass.; Se 
gall & Sons, Philadlphia, Pa.; The 
Scholl Mfg. Co., New York, N. Y, 
Slipper City Shoe Co., Haverhill 
Mass.; Jack Stolper, New York, X. 
Y.; The Shoe Form Co., Auburn, ¥. 


Y.; Thalheim’s Wearwell Shoe (o,f 


New York City; N. B. Thayer & Co, 
Inc., E. Rochester, N. H.; United 
States Shoe Co.: (Branches includ 
ing The Air-Mail Shoe Co., Cincit 
nati, Ohio; The Imperial Shoe (Co, 
.Cincinnati, Ohio; The Holt«rs (Co, 


Cincinnati, Ohio; Alfred J. Sweel By 
Co., Auburn, Me.); Unite: State: By 
Rubber Co., Boston, Mass.: Unity 
Shoe Mfg. Co., Lynn, Mass.; Marti: BY 
Weinstein Shoe Co., Brookly::, N. i 
Waldman Bros., New York. N. Yi 
A. E. Wessel & Sons, Camden, N. J. 
Wise & Cooper Shoe Co., Aubur, 

0., Cin- 


Me.; The Sam B. Wolf Sons 
cinnati, Ohio; Wasser Abra! 
Boston, Mass. 
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Nuwar to see the money in Whittemore’s Superior Shoe 
Id Col- Bm Polishes when they are consistently brought to the at- 

y y £ 

Ss r tention of your trade. 
yn, Nv. 
-—* When turnover is increased, what is often thought 
7 OS: 

Phila Fe a small unit profit, piles up into a highly satisfactory 
Corp, § net. 
i Shoe ° ’ 
Sell Whittemore’s 
2 f Superior Shoe Polish 
a j assures the utmost protection for the life of shoes. 
a x No matter what kind of leather or fabric is used in 
e Co. fam making shoes, or how it is combined to secure style 
& Co, effects, or whether the finish is natural or artificial— 


United & 
includ: [im 
Yincin- 
ve Co, ¥ 
‘s Co, fim 
Sweet Be 
States i 
Unity 

Martin 


Whittemore’s Superior Shoe Polish will prolong at- 
tractiveness indefinitely. 


WHITTEMORE BROS. 


SUPERIOR SHOE POLISH MANUFACTURERS NEARLY A CENTURY 


BOSTON, MASS. 














BOOT AND SHOE RECORDER January 28, 199; 


Jan 





ae RO 
_ | 


rest of the Wave 


Pe “ 


“THE ENTIRE SHOE INbustTry is billow- 
Prem Be ing its sales on what will be—the great- 
a est of all—White Seasons. 



















Ret en eae cae ee 


White! Beautiful and bewitching white—has the prefer- 
ence. Authentically and definitely approved at the 
Style Conference; it bears the seal of the socially promi- 
nent both at home and abroad. 


aula 


The trend of the fabric situation in Paris, never more 
pronounced, and the results of our own White Kid 7 
National Advertising to the consumer—will give every- : 
body a Big White Season. 


i Ue ta 


Mgiahiss 


Manufacturers have all the assurance necessary for 
prompt production. Retailers to meet the assured de- 
mand should order immediately. 





Sample Swatches on Request 





Meee ee " vom 
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Supreme in White and Colours 


ted Leather 
Companies, Inc. 


Offices: 319 Arch St., Philadelphia 
Factories : Wilmington, Del. 
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THE PERFECTION and leadership of F. B. 
& C. White Kid begin with the selection 
of raw skins by our own representatives, 
established in all important producing countries; thus 
we are always assured of receiving the choicest kidskins. 


This company originated the process by which White 
Glazed Kid is made. Our own study and research are 
responsible for developing White Glazed Kid to its 
present state of perfection. 

F. B. & C. White Kid is tanned white. And that 


whiteness is permanent, resists soiling while being made 
into shoes, is most easy to clean, does not turn yellow. 


It is because of the demonstrable superiority of our 
product that we have attained an unchallenged leader- 
ship in the production of White Glazed Kid. 


Sample Swatches on Request 


Supreme in White and Colours 


Amalgamated Leather 
Companies, Inc. 


Offices: 319 Arch St., Philadelphia 
Factories : Wilmington, Del. 
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Sherwood Beautiful Shoes 
IN STOCK 


Step-ins, Straps, Pumps and Cut-out Oxfords in Popular 
Materials at Prices to Assure You SPLENDID PROFITS! 


QUALITY! FITTING 


“FOOT 
DARLING” 


—n LE LO A ea _— 


STYLE! 


Np 


“BEAUTY 
ARCH” 


Onuvenr M630. 


Ory 


Oa 


Tanaura Tie 


“PERLE”—Pump 
B4011—Patent Leather 
Round Toe, 2003 Last, 
20/8 Spike Heel. 


B4009—Oxide Black Fid. .- 84.50 
Medium Toe, 1401 Last 
14/8 Leather Ouban Heel. 
B4008—Black Patent $4. 
Same including 14/8 Leather 
Cuban Heel. 


“BEAUTY 
ARC 


“BEAUTY 
ARCH” 


“BESSIE”—Gore Step-in 
B4003—Black Patent $4.75 
With Ornament ... 5.00 

Round Toe, 1403 Last, 

14/8 Wood Cuban Heel. 


“BEAUTY 


ea ng ee 


“BEAUTY 
ARCH” ARCH” 


eo 


a “BARRETT’’—One Stra 
“BARRETT”. me Stra a 
B4007—Black Satin ; eee Rh otent 
14/8 Wood’ Cu Cuban Heel: 14/8 Wood Cuban Hee 
* , A, B, C; also D—3%-8 “PERLE”’—Pump 
an 


es 


d E—4-8. B4012—Black Satin 
Round Toe, 2003 Last, 
20/8 Spike Heel. 


“BEAUTY 
> ARCH” 


SS 


“aeAveY DARLING” 


“BARRETT”’—One Stra 
“BARRETT’’—One Strap “MAYBEL” B4000—Black Patent e 
B4000—Black Patent $4.6 B4010—Lustrous Black Kid. .85.00 Medium Toe, 1401 Last, 
Medium Toe, 1701 Last, AAA, AA, A, B, C; also D and 14/8 Wood Cuban Heel. 
17/8 Spike Heel. E—3%-8. AAA, AA, A, B, C; also D—3%-8 





THE SIZES AND WIDTHS 











Terme—Net 30 days 
Twenty-five cents additional for orders less than 3 pairs 


SEND SIZES TODAY 


SHERWOOD SHOE CO., Inc. 


ROCHESTER, N. Y. 


PHILADELPHIA, PA. 
NEW YORK CITY W. F. Schoell, 119 So. 4t?. Street DENVER, COLO. 
R. F. Schneider, 907 Marbridge Bldg. LOS’ ANGELES W. B. McNutt, 218 Charles Build n 
G. C. McAtee, 811 Lankershim Hotel PITTSBURGH, PA. 
SAN FRANGISCO Harry Waldron, Hotel Hen: 


S. Rosenburg, Hotel-Normandie 
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CHICAGO 
F. J. Le Pine, 1618 Republic Bldg. 
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| a pmanin the popularity of the smart Goodyear Welt tie. Women 
{ | prefer these trim street shoes, because they go equally well 
with afternoon frock or out-door wrap. Finished with Diamond 
Brand Vis7ble Fast Color Eyelets. When the laces are drawn up, the 
uppers snug down comfortably and smoothly to the instep. 





Look for the Diamond <> Trade Mark 


UNITED FAST COLOR EYELET COMPANY 


205 LiNCOLN STREET, BOSTON, MASss. 





Manufacturers of 


SOIAMOND BRAND Vaible FAST COLOR EYELETS 








THE QUALITY 





A 





Rights and Lefts... 


Bee BRUMMEL, a popular English 
society leader during the early part 
of the 19th century, had boots made for 
his right foot by one cobbler, and those 


MODERN machine methods perfected the for his left foot by another. He was one 


idea of “rights” and “lefts,” giving us shoes a. ” ‘“ ” 
that are faultless in fit. The style and comfort of the first to wear rights and lefts. 


of the modern shoe is due in a large meas- P - l ll : i “6 ; h > 
ure to the box toe. Manufacturers who want reviously, ali shoes were straig ts 


the Res, eee (slastic—The Quality Bae. Ape made to fit either foot. There were only 


USSG two widths —“‘stouts” and “slims.” 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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PAUL O. KUEHN 2” 


States: ’ 
Our Windows 
Are Admittedly Our 


Best Salesmen— 


This statement is taken from the article, 
“Where Beauty Sells Footwear,” fea- 
tured in the December 31st issue of The 
Boot & Shoe Recorder. 


The New Improved Kawneer Front in- 
stalled in the Kuehn Shoe Store, shown at 
the left, deserves admiration, although it 
fails to illustrate the true magnificence of 


the front. 





and We Insist Upon Keeping Them 
Interesting 


HEN the quality of merchandise handled is of a high 

character, particular care should be exercised to make 
its environment likewise. Realizing this, Mr. Kuehn who had 
experience with the alluring power of a Kawneer Front pre- 
vious to his disastrous fire, again remodeled the Kawneer way. 
Due to the unusual arrangement of the windows it is a pleasure for the 4 
merchant to make his displays interesting. Splendid balance of line and BP i au 
mass, a symphony of warm color and the elegance of the whole wins incor 17° + COMPANY 


the patronage of those who demand and can afford the best. y 2213 Front Street 
NILES, MICHIGAN 


The Kawneer Company can solve your store front problem regardless ATE TE 
of the class of merchandise handled. Send the coupon. “Modern Store Fronts for 


Better Display.” It's Free. 
THE , 
Z Name. 


Kawneer... 


COMPANY 4 
NILES, MICHIGAN Business 
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MORE THAN DOUBLE 
DUTY 


When shoe meets lace—then 
comes the tug-of-war. 


Cordo-Hyde Laces win! 


They are tough! Supple! And 
how they wear! Always look 
fine, too. 


Merchants don't carry Cordo- 
Hyde laces. They sell 
them! 


We'll gladly send you 
samples and prices if you'll 
write for them on your let- 
terhead. 


CORDO-HY DE 


Laces 


O. A. MILLER TREEING MACHINE COMPANY 


—<= 











Brockton, Mass. 


——_ 





Lace Division 
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SHOE STORE SERVICE SECTION 
; Devoted to Findings, Fixtures and the Proper Display of Merchandise 
‘ | 


3 hae 
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Advertising and Window Display Should Be Departmentized 


In Your Financial Budget—Here’s How 


OST shoe merchants keep 
M accurate records of their 
merchandise purchases and 


sales by departments. So far, so 
good. 
But this is hardly sufficient to 


show to what extent the men’s shoe 
department, or the women’s, or the 
children’s, or hosiery or findings 
may be paying. 

It is possible that the store in gen- 
eral may be making money and still 
have one or more departments that 
> are “weak sisters.” Unless the ad- 
> vertising and the space utilized for 
'> each department in the win- 









By R. G. PERKINS 


percentage of the total of each of 
these costs to be allowed each de- 
partment for each of the different 
seasons. 

To be more explicit—suppose your 
advertising and window costs, cor- 
rectly distributed to the depart- 
ments, run about like this: 


Per cent Per cent 
of Adver- of Win- 
tising dow Cost 


Women’s shoes . . 40 43 
Men’s shoes ........ 30 28 
Children’s shoes .... 15 13 


re 10 12 
eae 5 4 
100 100 


Then continue this tabulation out 
with columns added for such items 
as Store Space, Stock Room Space, 
Salaries, Administration Cost, Mis- 


cellaneous Expense, Merchandise 
Cost, Sales. 
The apportionment of these 


charges is simple enough, but most 
shoe men feel that there is some 
mystery attached to the charging up 
of advertising and window cost, and 








: dows, store interior and stock 
|) room are correctly charged 
/ up, there is no accurate check 


/ on departmental profits or 
losses. 
Large department stores 


' maintain a clerical staff to 
' keep a constant check on these 
' costs, properly distributing 
' them to the different depart- 
' ments—because they know 
' that they can’t afford not to. 
' The shoe merchant should 
| keep as complete records for 
_ the same reason—and this 
_ needn’t entail enough work to 
' necessitate hiring additional 
| help. 
4 
H HETHER in ads, win- 





dows or store all space 
» should be charged to depart- 
ments as it is used. At the 
3 end of each month or quarter 
|) a chart or tabulation should 
) be drawn off showing the per- 

| centage of the total of éach of 

| these costs, also salaries and 

| other expenses incurred by 
each department. Then each 

VY 5 of these costs should be care- 
ee ——— in relation to 

__— f | “he total sales of each d “ 
— fo Ment, _ 















Mass. Basing his judgment on 
= local conditions, the merchant 


On the Memo Pad for 
FEBRUARY 


Feb. 1-11 


We like to talk spring styles at this time, 
but selling them is something else. The 
Children’s Department offers good possibili- 
ties right now. 

Historically, the month of February pro- 
vides some good human-interest themes for 
decorative purposes, and they are especially 
good for winning the attention of school 
children. 

Lincoln’s birthday, the 12th; St. Valen- 
tine’s day, the 14th; Washington’s birth- 
day, the 22nd, are observed by all the young 
folk, and special exercises at school are 
occasions for dressing up. 


Feb. 13-18 


Are all your salesfolk fully posted on just 
what shoes should be disposed of first? 
Why not use a system of inconspicuous 
symbols on the boxes, using one mark to 
designate shoes of first importance, another 
for those of second importance, etc., accord- 
ing to the relative urgency of quick sales? 

Arrange to condense the shelf space given 
to winter shoes so that the spring lines can 
be accommodated as they come in. 


Feb. 20-28 


Help to arouse interest in your window 
displays by showing some spring styles, not 
in expectation of selling many of these 
shoes at once, but to provide incentive for 
folks to stop and look. Let ’em see that 
you’re first with the latest. 

Rubber goods are worth some space in 
windows and ads. Plenty of use for them 
for probably two more months. 











should determine the proper 





are inclined to make a rather 
rough guess at them. In do- 
ing this there is often a ten- 
dency to favor the weaker 
departments, whereby the 
merchant only fools himself. 
It is far better to set down 
the actual figures and then lay 
plans to improve them. 


N newspaper ads the actual 

number of agate lines or 
column inches (whichever 
way the paper bills the space) 
occupied by items from one 
department should be billed to 
that department. The space 
occupied by the name plate, 
copy pertaining to the store 
as a whole, or other matter of 
a general nature, should be 
prorated. For some it is 
more equitable to prorate this 
space only to those depart- 
ments appearing in the indi- 
vidual ad. For others it is 
fairest to distribute this cost 
over all departments in the 
store in proportion to the 
relative annual sales of each. 
This latter is the right way 
to charge up all ads, whether 
in papers or other media, that 
are not specific to certain de- 
partments. 
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— “Welcome” 


.. Say These 
MILWAUKEE CHAIRS 
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) YOU would be one of the big group of shoe mer- 
chants who are enjoying the wonderful advantages 
on every point of shoe service, equip your store now 
with Milwaukee Chairs. 

For these famous chairs DO make a big difference — 
a difference in the greatly improved appearance of your 
store,in comfort to customers and in increased business. 
Above is shown the interior of the Stone Shoe Com- 
pany of Cleveland, Ohio, beautified and distinguished 
by the addition of Milwaukee Chairs. 

Just another instance—and still further proof, that 
shoe merchants everywhere are learning that Milwaukee 
Chairs mark a new epoch in store furnishings, and are 
discarding the chairs ofother days in favor of the more 
modern, beautiful, practical and enduring—and they 
find that it pays. 

MILWAUKEE CHAIRS are made in a wide variety 
of styles and designs. We will be pleased to give sug- 
gestions for both the seating arrangement and the de- 
sign of chairs best suited to your store, with cost 
estimates. There is no obligation. 


THE MILWAUKEE CHAIR COMPANY 
624 South Michigan Ave., Chicago 


MILWAUKEE 





CHAIRS 
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Shoes—courtesy Stone Shoe Co., Cleveland 


trim, 


A Byer pose less than heels of I. T. S. New Super-Quality 


will satisfy the modern business girl. Neat, i 
exceptionally long-wearing and resilient—she buys them with 
positive assurance that the guarantee means exactly what it says 
“Satisfactory wear or a new pair.” 


Heel-wise shoe stores and shoe makers have found that only with 
I. T. S. New Super-Quality, and concave-convex shape can they BF 
produce such faultless work—so easily, quickly and profitably. 

I. T. S. is also made in thin Cubans for wood heels. 


6 ADVANTAGES 


I—New Super-Quality now, and 
always will be. 


I. T. S. 


2—New up-to-the-minute outlines. 


3—Service every size and style 
with only 20 I. T. 8S. sizes. 


4—Quick application—no _prepar- 
ing of lift, no cement. 


5—Always tight, neat job. Con- 
cave—convex shape does it 


6—A clear guarantee of satisfac- 
tory wear or a new pair. 


The I. T. S. Co., Elyria, O. 


circul; 
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Mean 


ACUum Grip 


€ Cimerica’s Best Fitting 


RUBBER HEELS 


Have Your Heels Straightened—Your Shoes Will Wear Lonse 
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Attractive 


Measuring 
Plus 


by which other advertising is 
judged, the display window is 
the most powerful advertising me- 
dium that we know anything about. 

All that an advertiser has to go 
by in buying advertising in maga- 
zines or newspapers is white space— 
just space to be filled with pictures 
of his product or a message about 
his product. 

All that a retail merchant has to 
see when he rents a store with a dis- 
play window in it is the empty win- 
dow—a place in which to show his 
merchandise. 

What is it that makes pages in the 
Saturday Evening Post worth $8,000 
to $12,000 a page—or pages in the 
Chicago Tribune worth up to $4,000 
a page for rotogravure advertising 
space ? 

What is it that makes store rentals 
run up to hundreds of thousands of 
dollars a year? Space in advertising 
media and retail store rentals are 
based on exactly the same thing— 
circulation. 

All advertising space, including 
display windows, is based on quan- 
tity, quality and character of circu- 
lation. Mere quantity of circulation 
means nothing unless we further 


Jom by the same standards 
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store front of Wise Shoe Co., Milwaukee, Wis. 


Your Window’s Value 


Some Ways of Increasing It 


BY WALTER E. HARDY 


of Walter E. Hardy, Inc., Advertis- 
ing Agency 


onenneoeepeapnncaaesernarner nn 


analyze the quality and character of 
that circulation. 

If a manufacturer or retail mer- 
chant has ultra high grade quality 
products to sell, obviously he must 
have circulation for his advertising 
and past his windows that offers him 
the possibilities of a high grade 
clientele. He may have quantity 
circulation and quality circulation 
and yet not be able to get the busi- 
ness. 


N renting a store or buying space 
in a publication we cannot go al- 

together by the quantity and quality 
of the passersby or the readers of 
the publication. We must also look 
into the character of that circula- 
tion. 

A store might be located on a busy 
street leading to a railway station 
carrying passengers night and morn- 
ing to and from wealthy suburbs. 
Here is quantity circulation and 
quality circulation, but what of the 
character of this circulation? This 


circulation comes at the wrong time 
of the day—when the crowds are 


- hastening home. 


In buying circulation in publica- 
tions, the character of circulation is 
as important as quantity and quality. 
We must consider whether the pub- 
lication. reaches its readers at a time 
when they are in a buying mood or 
at a time when they are distracted 
by movies, radio, motoring or the 
many other things that are bidding 
for our attention in these strenuous 
changing times. 


UR first conclusion, then, is that 

the retail display window offers 
a selected audience for our selling 
effort from the standpoint of quality, 
quantity and character. Most stores 
are located where they have quan- 
tity circulation. As to quality, the 
store is usually built to meet the 
buying needs of its community, and 
as to character of circulation, most 
stores are located where they get 
their window circulation at a time 
when the passers are in a buying 
mood. 

The next consideration that deter- 
mines the character of circulation of 
an advertising medium or a retail 
store is appearance. The appear- 
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for a Half Century 


Has given us the answer to your Profit Problem 


A half century of seating service to theatres, 


schools and churchesstands behind “American” 
claim to seating superiority. The same organi- 
zation, seating experts and master craftsmen 
have given their specialized knowledge to 
meeting shoe store seating problems. Resources 
and research have been applied tomake Amer- 
ican Interlocking Shoe Store Chairs a 
vital business building factor in your store. 
The discriminating shopper seeks out 
the store that reflects distinction. 
Where equipment is in harmony with 


smartness to your store. Bring in more and 
better trade. Build confidence in your values 
and management. Make your store the pre- 
ferred place to buy shoes. 


FREE SERVICE AND BOOK 


Our engineers and draftsmen have suggested 
novel seating arrangements for thou- 
sands of shoe stores from coast to coast. 
Their experience is yours without obli- 
gation. Write our Shoe Store Service De- 
partment for seating ideas. Our helpful 


mm 
better taste . . . and shopping is made “New Stylesin 32-page book, “New Styles in Shop 


pleasant. “American” Chairs, beautiful Pa aseeco, JM Seating”, also free to interested owners 


in finish and design, add this touch of ‘hemodemshoestore and managers. Write for a copy today. 


American Seating Company 


1016 Lytton Building 


Branch Offices 


Chicago, Illinois 


New York: R-601-119 W. 40th St. 


Philadelphia: R. 703-1211 Chestnut St. NO Boston: R. 302-69 Canal Se 


gOH 
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ance and make-up of a magazine 
largely determines the character of 
its readers. Just so, in a retail 
store, the appearance of the store 
front largely determines the charac- 
ter of the circulation past the store. 
A modern store front with well- 
lighted, well-trimmed windows means 
a selected circulation. 

The appearance of the store front 
is a big factor in determining the 
quantity, quality and character of 
the window circulation. 


ESIGNS of modern store fronts, 

such as the Kawneer Company 
of Niles, Mich.; lighting engineers, 
such as those of the research labora- 
tories in Nela Park; and expert dis- 
play men have demonstrated over 
and over again that they can pull 
crowds away from one side of the 
street to the other side of the street, 
or off of the main street to less fre- 
quented streets, by means of better 
display windows. Again I say that 
circulation past good retail display 
windows is a selected circulation. 

Retail merchants who want to 
build greater circulation past their 
windows—circulation of quantity, 
quality and character—can do it 
with better windows just as effec- 
tively as magazines increase their 
circulation. 

Cost per thousand is a fair yard- 
stick by which to measure the value 
of any kind of circulation. From a 
survey made last year it was found 
that the following costs per thousand 
circulation are charged for space in 
various forms of advertising media. 
For one page in color, not including 
art work or production cost: 

Weeklies—average cost $4.89 per 
thousand circulation. 


Women’s magazines—average cost, 
$4.54 per thousand circulation. 

Popular monthlies—average cost, 
$4.93 per thousand circulation. 

Farm magazines—average 
$3.16 per thousand circulation. 

Class magazines—up to $17.32 per 
thousand circulation. 


cost, 
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test recently made in a city of 35,- 
000 population showed 97,000 clocked 
passers in a week. At billboard 
rates this window was worth $90.21 
per week or $369.84 per month or 
$4,438.08 per year. 

Which will sell the most merchan- 
dise and ring up the most profits— 


Kinsman Shoe Store, South Bend, Ind. All photos by courtesy 
of the Kawneer Co. 


Newspapers—$3.83 per M circula- 
tion, not including art and produc- 
tion costs. 

Billboards—24-sheet posters, 
cents per M circulation. 

Circulation of billboards is figured 
on an average of 10,000 passers per 
week. This makes billboard costs 
run $9.30 per week or $37.20 per 
month. 

Circulation past retail windows 
varies so much that it is difficult to 
arrive at any general average. One 


93 


Kelling’s Shoe Store, LaPorte, Ind. 


billboards reaching 97,000 people a 
week and costing $4,438.08 per year, 
or a window display reaching the 
same number of people? Anyone 
knows that a window display show- 
ing actual merchandise—right near 
the point where goods and cash 
change hands—will sell infinitely 
more per thousand circulation than 
a billboard far removed from the 
merchandise. 

Now let’s find out the value of 
window displays as compared with 
the cost of newspaper advertising. 


HE average page rate for news- 


paper advertising, as_ stated 
above, is $3.83 per thousand circula- 
tion. Making an allowance of two 
readers per paper reduces this cost to 
$1.91 per M circulation. To reach 
97,000 readers, the same number as 
reached by the clocked window be- 
fore mentioned, would cost $185.27. 
To reach as many readers as the 
above window would reach in one 
month would cost $741.08. At news- 
paper rates, the above window is 
worth $8,892.96 per year. 

Yet this is not all that window is 
worth. The window has a plus sell- 
ing value far in excess of its mere 
publicity value. If a retail mer- 
chant can make newspaper advertis- 
ing pay, and many do, think how 
much more he can make windows 
pay by putting an equal investment 
in a better store front—better fix- 
tures, better lighting and trim. 
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See the New oe 


Qt 


‘illustrated in the 1928 Spring issue of our Catalog 
“The Guide to Better Window Displays” 


The Adlite is a new light in either Spot or Flood style. It incorporates all the best qualities 

of previous lights and is sold at a lower price than ever before attempted. Our catalog 

showing this light and an extensive line of modern display window decoratives has been 
* “mailed. Write for your copy if it has not been received. 


Don’t fail to visit our Showrooms when in Chicago. We 
have on display new Spring decoratives of every description. 


> The Adler-Jones Company 


645 South Wells Street, CHICAGO 











| : G33—One of the ; 
CRYSTAL Profit-Making 


MIDGET FIXTURES 


that “went over big” at the N.S.R.A. Con- 
vention. This recent addition to the line 
presents both front and side view of a pair 


of shoes. 
Whatever may be the material and finish Fd {deal stroct shoe, 


of your larger display fixtures, CRYSTAL on the foot. 
MIDGETS will harmonize with them. 
These small fixtures are all adjustable and 
all durably made. 


— al I T ientifically built 

7 , ; y Juo-Type is so scientifically bi 
Midget Fixture Circular = ot lB ee decal 
| 2 support that it has been accepted 


“—_ Cone. by leading dancing teachers as the 


ideal shoe for Tap and Step danc- 
Crusta 
Fi T ae Sauls elinltt (COX Gag tex BGAB 
‘IXTULC 53 WEST eens 


Over Forty Years Master-Builder of 


GC JACKSON Nowe Messer B 
— BL Vv D. ape ae 
"te ne eg 


ing. BUT Duo-Type is more than 
a Dancing Flat—it is a TURN 
SHOE. 


Comes in Patent Leather and 
Black Kid 








CHICAGO 209 West 48th Street 
New York City 


ILLINOIS 














A showroom ly 
the Loop 
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How do your 
store fixtures 
inventory~an asset 
or liability 2 - - - - 


OUR Store Fixtures are either an asset or a 
liability. Either they speed up business or 
impede it. Your inventory, therefore, should. ~*~ 
consider not only what you have to sell. but what “~_ 
you have to sell it with. You should make a=s 
frank estimate of your selling machinery—the* ~ 
sales tools of your trade, your Store Fixtures.“  —— 


a 
‘fea 


Are your fixtures up-to-date, or out-of-date? Are 
they properly placed for efficient, low cost sales, 
or do they act as a continual drag? Do your fix- 
tures display merchandise so that many sales are 
suggested and made without the aid of your 
sales force? Are your fixtures a selling force in 
themselves? 


Take inventory, by asking yourself the foregoing 
questions about your store fixtures. If you are 
in doubt, consult our staff of store planners. Their 
cond ee services are extended to every store, large or 
small. Frankly, there is no better business invest- 
ment in the world than modern store fixtures 
properly installed. This becomes evident when it 
is seen that the reaction of stores after proper 
planning and installation of fixtures show sales 
increases reaching 75 and even 80%. See to it 
that your sales machinery is in good working 
order to reach your 1928 quota. Send coupon 
below without obligation. 








puilt 
at sh aeges |? GRAND RAPIDS 
h — - 
ane- — STORE EQUIPMENT CORPORATION 
than om = 
URN = se Grand Rapids, Michigan 
ant , =f Succeeding: 
. The Grand Rapids Show Case Company - Welch-Wilmarth Corporation 

C4 Branch offices and representatives in most principal cities 

| Grand Rapids Store Equipment Corporation Z-1 

| Grand Rapids, Michigan 
of “ j Gentlemen: Please send literature and information on your planning i 


| service and store equipment. 


City 


| Line of Business 














STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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Who’s Who on the Road - 


N. S. T. A. Unanimously Endorses N.S. R. A. $4,000,000 Campaign to 


Sell More Men’s Shoes. Indianapolis Convention 


GC HARLES B. LYNCH is now carry- 
ing the Pedigo-Weber Shoe Co. line 
in the Middle Atlantic and South-east- 
ern States section, where he is well and 
favorably known, having represented 
another St. Louis manufacturer in that 
same territory for some years. 


RANK J. 
LARKIN, the 
new  vice-presi- 
dent of the Na- 
tional Shoe Trav- 
elers’ Association, 
is a Milwaukee 
man. He is one 
of the chief exec- 
utives of the 
Freeman Shoe 
Mfg. Co. of Be- 
loit, Wis., and 
has always been 
an active worker 
VicePree, N.S. 'r, a. f0r the retail 
shoe merchant as 
well as for the boys on the road. Mr. 
Larkin has a-long list of staunch sup- 
porters in “The Badger State,” who re- 
gard him as one of the most progres- 
sive salesmen in the Northwest, not 
only for his splendid qualifications as a 
good shoe seller, but for the earnestness 
of his efforts in whatever work he en- 
ters upon. At the many conventions of 
the Wisconsin Shoe Retailers’ Associa- 
tion Frank has always been prominent 
in bringing the various merchants and 
the salesmen together. He has worked 
heartily for the success of the Wiscon- 
sin Retail Shoe Merchants’ Association 
as well as for the Wisconsin Shoe Trav- 
elers’ Association. 











RED A. YEA- 

TON of 236 
North Beverly 
Drive, Beverly 
Hills, Cal., was 
recently re-elect- 
ed as secretary- 
treasurer of the 
Shoe Travelers’ 
Club of Los An- 
geles. Otmar W. 
Launer, Hayward 
Hotel, Los Ange- 
les, was elected 
president; H. E. 
Hutchinson, vice- 
president. President Launer appointed 
the board of directors for the ensuing 
year, as well as the membership com- 
mittee. The following men comprise 
the board of directors: Emil Goldman, 
chairman; Nat Berkowitz, Tom F. Fee- 
ley, M. E. (Jack) Horner, W. S. Johns. 
The membership committee is made up 
as follows: Orin D. Morse, chairman; 
Frank A. Butterworth, Sam N. Juneau, 
Chas. A. Moder, G. C. McAtee. Secre- 
tary-Treasurer Yeaton writes: “The 
Shoe Travelers’ Club of Los Angeles has 





Fred A. Yeaton 


Dates—February 6-8 


enjoyed a very prosperous year and its 
members are looking forward to a suc- 
cessul 1928. 





HE Wisconsin Shoe Travelers’ As- 

sociation won the silver cup and 
first prize of $100 at the 1928 N. S. T. 
A. convention for effecting the largest 
increase in membership during the 
past year. This prize was donated by 
Past. President Charles W. Evans. The 
Colorado Shoe Travelers’ Association 
won second prize for the next largest 
increase in membership and received a 
cash prize of $100, donated by Buford 
H. Jones, vice-president of the Thom- 
son-Crooker Shoe Co. 





WILL SELL MORE 
MEN’S SHOES 


CHICAGO—A unanimous. vote 
was recorded at the 1928 N. S. 
T. A. convention, recently held 
here, indorsing the N. S. R. A. 
$4,000,000 campaign for the sell- 
ing of more shoes to men. Ernest 
A. Burrill, in charge of the pub- 
licity for this four year intensive 
men’s shoe drive, on invitation of 
Secretary Delany, gave a most 
lucid outline of the campaign. 
Literature giving the plans in 
detail will be passed on to N. S. 
T. A. members. 











HE big thought at the N. S. T. A.- 
N. S. R. A. Chicago convention was 
cooperation between manufacturer and 
retail shoe merchant. Never was there 
manifested a better spirit of comrade- 
ship and unity of purpose. This good 
fellowship added zest to every detail 
of the convention proceedings. This 
spirit was manifested at the joint ban- 
uet in which the N. S. T. A. and N. S. 
. A. members participated; the recep- 
tion and registration of buyers, in 
which the N. S. T. A. helped so gra- 
ciously and effectively. The Chicago 
boys as usual proved that they were 
splendid hosts, and all along the line 
the spirit of friendship made the 1928 
Sa meet one long to be remem- 
ered. 


S. T. A. Vice-President Frank J. 

¢ Larkin, L. L. Imig, president of 
the Wisconsin Shoe Travelers’ Associa- 
tion; N.S. T. A. Secretary T. A. Delany; 
Joe Geissler of Milwaukee, R. E. Sager 
of Sager & Juley, Green Bay, Wis., 
and Charles Collar, formerly of Gimbel 
Bros., Philadelphia, were among the 
speakers at the Wisconsin Shoe Re- 
tailers’ Association’s banquet held at 
the Hotel Stevens during the N. S. R. 
A. Chicago convention days. All N. S. 
T. A. men who were present at the 





Stevens were invited to attend this 
Secretary Delany was 
About 


“get together.” 
delegated to act as toastmaster. 
50 merchants and salesmen were pres- 
ent, and merchandising plans were f»r- 
mulated for 1928. 





HE National 

secretary, T. 
A. Delany, was 
the recipient of 
many congratula- 
tions from mem- 
bers of the trade 
on account of the 
efficiency with 
which he attended 
to the numerous 
details incidental 
to the N. S. T. 
A.-N. S. R. A. 
Chicago conven- 
tion proceedings. 
His able report on insurance and his 
good work at the ticket validation 
booth were especially commended. Not 
a complaint of any kind was heard 
from any of the shoe travelers because 
of the fact he did not get the benefit 
of the rate-and-a-half fare from Boston 
to Chicago and return. Secretary De- 
lany was “here, there and everywhere” 
es Big Chicago “meets” of Jan. 





The National Secretary 





OSEPH CORRIGAN of Philadelphia, 

salesman for the Hood Rubber Co., 
died suddenly at his home in Philadel- 
phio on Jan. 8. For many years he was 
an active worker. Mr. Corrigan had 
a large number of friends in the trade. 
He was a conscientious worker for his 
house, and was also prominent in the 
activities of the Philadelphia Shoe 
Travelers’ Association, 





B. HA Y- 

¢ MAN cov- 
ers northern New 
Jersey, Long 
Island and Con- 
necticut for the 
Baltimore branch 
of the Craddock- 
Terry Co. He has 
been a member of 
this organization 
for only one year, 
but in spite of 
this fact has be- 
come one of the 
leaders of its 
salesforce, and qualified his first year 
out for membership in the Cradiock- 
Terry Co. $100,000 club. The insignia 
which he wears on his coat signifies 





H. B. Hayman 


membership in the club. Mr. Hayman 
expects to double his shipments during 
1928. From the manner in which he 


has started with his new spring |'ne, it 
appears that his hopes will be realized. 


January 28, 1928 
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: RED B.PERCY 

is now out with 
a line of women’s 
high-grade turn 
shoes which he has 
long admired, 
namely, that made 
by Samuel Balin 
of Philadelphia. 
Mr. Percy former- 
ly represented the 
Bally-Hoskins, Inc., 
line of Long Island 
City in New Eng- 
land and New York 
State. He covers 
New England for his new connection 
and reports a splendid reception on 
this line. “Mr. Balin is a master shoe 
style designer and maker,” said Mr. 
Percy recently. “He was employed by 
Laird, Schober & Co. for many years.” 
Mr. Percy continues to represent the 
high-grade line of children’s, misses’ 
and growing girls’ welts and turns, 
made by LaLonde & Clarke, Inc., 
Rochester, N. Y. 


Fred B. Perey 


HE Indiana Shoe Travelers’ delega- 

tion to the Chicago convention was 
headed by one of their prominent par- 
limentarians, convention manager, W. 
F,. Crooke, one of President Homer H. 
Beals’ staunch supporters. The Hoo- 
sier State boys: are splendid workers, 
and justly admire their good friend and 
“Fellow Hoosier,” Homer H. Beals, the 
1928 chief executive of the N. S. T. A. 


C. BEHOTEGUY, who recently 
¢ joined the sales staff of The 
Miller Rubber Co. of New York, was 
graduated from Wooster College in 
1912. He joined Goodyear’s service de- 
partment July 1, 1912, and was in 
charge of manufacturers’ sales depart- 
ment from 1914 to 1919. He was man- 
ager of the automobile tire department 
from 1919 to 1921, and from 1921 until 
1928 manager of tire sales. 


ENE MURPHY, one of the deans 

of the shoe travelers of the Pacific 
Coast, apparently in the best of health, 
dropped dead in Gundlach’s shoe store, 
Oakland, Cal., recently. His sudden 
death was a shock to the entire trade, 
as for many years Gene was known to 
everyone in “shoedom.” For many 
years Mr. Murphy sold the Menihan 
Co.’s line in the Far West, but had of 
late resigned his road position on ac- 
count of the ill health of his wife. At 
one time he was president of the Pa- 
cifie Coast Shoe Travelers’ Association, 
and one of its most earnest workers. 
Gene had a lovable disposition and was 
always ready to help the younger man 
seeking his good counsel. He is sur- 
vived by his wife. 


FRANK KING, vice-president, and 
representative of Wm. Goldstein, 
oes, Inc., was the recipient of many 

congratulations from the fact that his 

line won “The Blue Ribbon” for gen- 
eral style excellence at the Chicago 


Shoe Style Revue. This goes to show 
that Frank King has been well selected 
by the N. S. T. A. as chairman of its 
Style Committee. Besides the show- 
Ing on the runway, Mr. King employed 
four models in his large and attractive 
sample rooms during the days of the 
hicago convention. These models 
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were busy every minute displaying on 
their shapely feet the Wm. Goldstein 
shoes “for the occasion,” which phrase 
Frank introduced to the footwear world 
several years ago. Mr. King’s appoint- 
ment as chariman of the N. S. T. A. 
style committee also shows the good 
judgment which is used by the N. S. 
T.~A. in selecting men to head their 
various committees who are the best 
qualified to fill these positions. 


RESIDENT HOMER H. BEALS 

and Secretary T. A. Delany called 
a meeting during Chicago convention 
days of the various N. S. T. A. secre- 
taries and other officials of its locals for 
the purpose of making plans for co- 
operating more closely with the N. S. 
R. A. To this end it was decided that 
the territories assigned to regional 
governors of the N. S. be iden- 
tical with those territories of the N. S. 
R. A. regional governors, and that the 
number of N. S. T. A. regional gover- 
nors be sufficiently increased to more 
aay effect this coordination of 
work. 





INDIANA SHOE TRAVELERS 
CONVENTION—FEB. 6-8 


Indianapolis, Ind.—Walter F. 
Crooke, Indiana Convention Man- 
ager, and his committees, have re- 
cently issued a call from The 
Hoosier State Shoe Travelers to 
Indiana shoemen, their clerks, 
wives, or sweethearts, to attend 
their Fifth Annual Shoe Conven- 
tion, to be held at the Claypool 
Hotel, here, on Friday, Saturday 
and Sunday, Feb. 6, 7, and 8. 
There will be a style show and a 
three-day “jubilee” free to all re- 
tail shoe merchants. The In- 
diana Shoe Conventions are char- 
acterized by good fellowship, 
good business, good merchandise, 
and a good time. 

There will be 125 lines on dis- 
play. This is the program in out- 
line. 

Monday, Feb. 6—9.00 A.M.— 
Registration on 7th floor and in- 
spection of lines. 

12.10 P.M.—Luncheon in the 
assembly hall, 8th floor—all free. 

8.30 P.M.—Stag smoker, as- 
sembly hall—Spanish and Orien- 
tal dancing, vaudeville acts, jazz 
orchestra. 

Tuesday, Feb. 7—9-12—Shoe 
Inspection on 6th, 7th and 8th 

rs. 

12.00 noon—Men’s luncheon, 
Assembly Hall. 

12.10—Ladies’ luncheon and 
card party, Florentine Room— 
Admission by card only. 

1.30 P.M. to 12 midnight—A 
night of revelry—Look at shoes; 
entertainment in every room. 

Wednesday, Feb. 8—9.00 A.M.- 
12.00 noon—Inspection of lines. 

12.00 noon—Luncheon, Assem- 
bly Hall. 

1.30 P.M.-6 P.M.—Inspection 
of shoes.—Now’s the time to buy 
your shoes for Easter. 

8.30 P.M.—Grand Informal 
Ball and Card Party, Assembly 
Hail—A real Hoosier Band will 


play. 











D. SNED- 
¢ EKER, Jr., 
who during 
the past seven 
years had been 
associated with 
Abercrombie & 
Fitch, is now fac- 
tory representa- 
tive of the Alfred 
Hale Rubber Co., 
Atlantic, Mass., 
manufacturers of 
Rajah products. 
“Rem,” as he is 
known to his 
friends, will call on the manufacturing 
trade, promoting the sales of Web Grip 
Golf Soles, the latest sole in Rajah 
products. During the recent N. S. R. 
A. convention at Chicago, Rem was 
particularly active and made many 
sales. He has now left Boston for a 
six weeks’ trip and will visit all of the 
large shoe manufacturing cities in the 
country. 


Fi ABEL STANDISH, formerly repre- 
senting John Kelly in the Pacific 
Coast, carries the line of Gorman, Tarr 
& Waterhouse, Inc., in addition to the 
H. T. Dougherty, Inc., line. 


R. D. Snedeker, Jr. 


HILE not posing as an orator or 

as a parliamentarian, 1927 N. S. 
T. A. President Morrill nevertheless 
proved that he was both. During the 
many complex situations of the N. S. 
T. A. convention he handled business 
with precision and ability. It is the 
universal comment that no shoe con- 
vention in the history of the United 
States has ever been conducted with 
more dispatch and efficiency. The Na- 
tional Shoe Travelers’ Association, un- 
der Mr. Morrill’s administration, has 
made rapid progress. Numerous have 
been the congratulations showered upon 
Past President Morrill for giving the 
N. S. A. and the trade generally 
such splendid service, with the organi- 
zation now on a sound basis of opera- 
tion. 


F P. OSGOOD, special agent for the 
¢ John Hancock Mutual Life In- 
surance Co., attended the sessions of 
the N. S. T. A. insurance committee at 
the Chicago convention and cleared up, 
to the entire satisfaction of everybody, 
all dark places of misunderstandings 
in relation to N. S. T. A. group life in- 
surance. A vote of thanks was extended 
to Mr. Osgood for his good work and 
for the time and attention which he de- 
voted to this special trip to Chicago 
for the purpose of untangling the little 
knots of doubt that existed in the 
minds of some, as well as of helping 
all present to a greater knowledge of 
the value of this N. S. T. A. group in- 
surance feature. 


MONG the attractive 1928 literature 
received from members of the shoe 
traveling fraternity are an artistic 
honey beige and green calendar show- 
ing Montpelier, the Virginia home of 
Dolly Madison, containing the name of 
Dixon-Bartlett Co., manufacturers of 
women’s high-grade welt shoes, and the - 
name of the Philadelphia representa- 
tive, Paul S. Lippincott, Jr., Central 
Trust Building. Cards from J. Louis 
Frederick of Greenville, Pa., represent- 
ing the Stanley Duttenhofer Shoe Co., 
= from George Gregory of New York 
ity. 












ARCH-AID Styles in 


SIZES AND WIDTHS 








COLLEGIATE LAST A 14. 
ae SS 06 L60LhlClm—( i i i_tsts™S 4129 

a — ‘ 95. B ; 4-9 

12/8 Covered Heel with Cc 3144-9 


Medium Light Edge 





SUFFICE LAST 
B-671—White Kid .... 
B-441—Patent with 

Black Grain Calf Front 6.25 
B-451—Brownstone Kid 
_, Brown Grain Calf 


B-S31-—Black Kid ... 
B-841—Golden Brown 
Kid 





SUFFICE LasT 
B-721—All Patent Lea- 
GREE cccpencseveseeces 86.50 
15/8 Cov. Cuban Heel, 
Light Edge. 


Rubber Top 


pA a ETC in soi . 
= NRTA Gas noeeoenace 





MANUFACTURERS & DISTRIBUTORS 


Rochester, WV.% 


SEND FOR CATALOG 


Pittsburgh Office: 
Hen we 4 Hotel 
W. A. BARNEY 


New York a e: 846 Marbridge Bldg. 
. W. MOYLAN 
Cleveland euness 1599 Union Trust Bidg. 
A. F. JENKS 
Chicago Office: Maiestte Hotel 
F. J. SATEK 


AND SOLD 











MEN’S ARCH-AID SHOES MADE 


M. A. PACKARD CO. 
BROCKTON, MASS. 








Gently 
supports 


Arch 


























SAMARITAN LAST 
. 86.00 


15/8 Solid Leather Heel, 


San Poangiep Office: 


Detroit Office: 
H. P 


Stock 


Newest Spring Colors 





SUFFICE LAST 


B-351—Golden Brown 
Kid, Grain Calf Front .$6.75 


B-391—Patent Leather, 
Black Grain Calf Trim. 6.25 


15/8 Cov. Heel—Light Edge. 


SUFFICE LAST 


6.50 One Strap 
B-641—Black Kid..... 
B-661—Patent Leather. 
15/8 Covered Cuban Heel 
Light Edge 


New England Office: 
ares Hotel 
Northampton, Ma 
EL LIOTT LA MONTAGNE 


Plaza Hotel 
8S. KUSHINS 


Los Angeles Saige 107 Bost! Sth Street 


VanDEGRIF 
Book Gedttine Hotel 
- CALVEY 


u 


BY 
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B-631—Marron Tan Kid.$7.00 
6.00 
6.25 
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Complete Program Announced 
for Ohio Valley Convention 


Indications Point to Record 
Breaking Attendance for 
Three-Day Session 


CoLumMBus, OHIO (UTPS)—Secre- 
tary C. E. Dittmer of the Ohio Valley 
Retail Shoe Dealers’ Association an- 
nounces the completed program for the 
annual convention ‘ofthat association, 
scheduled to be held at the Deshler- 
Wallick Hotel, Columbus, Feb. 13 to 15 
inclusive. With responses received 
from members throughout the States 
of Ohio, West Virginia and Kentucky, 
which are comprised in the association, 
it is forecast that many more members 
than ever before will attend the meet- 
ing and take part in the very interest- 


ing sessions. 

“feach of the sessions on the first two 
days of the convention, viz.: Monday 
and Tuesday, Feb. 13 and 14, will start 
with a luncheon at 12.30. The program 
for the first session will consist of ad- 
dresses of welcome and responses and 
the naming of the standing committees. 
E. A. Burrill, chairman of the plan 
and scope committee of the National 
Men’s Shoe Campaign, will explain the 
object of the campaign and will urge 
all retailers in men’s footwear to co- 
operate. The big feature of this ses- 
sion will be a demonstration of store 
and window lighting by Frank S. Hut- 
ter of the Edison Lamp Works division 
of the General Electric Co. Mr. Hut- 
ter is recognized as an authority in 
store and window lighting and will 
~ aaa interesting things to tell 


ers. 
Starting with a luncheon at 12.30 
p.m., the second day’s session will fea- 
ture a talk by L. H. Buisch of the Na- 
tional Cash Register Co. on “Brass 
Tacks of Building a Better Retail Shoe 
Business.” Sidney J. Eisman, Cincin- 
nati, president of the National Associa- 
tion of Shoe Wholesalers, will talk on 
“The Wholesaler in His Relations with 
the Retailer” at this session. An added 
feature will be a demonstration by a 
group of shoe salesmen of Akron, Ohio, 
on the proper and improper methods 
of selling shoes, approaching the cus- 
tomer, and general conduct. This 
group of shoe salesmen recently put on 
a skit before the Akron Chamber of 
Commerce and made quite a hit. 
_ The annual dinner-dance will be held 
in the ballroom at the Deshler-Wallick 
Hotel at 7.00 p.m., Feb. 14. The 
speaker of the evening will be Thomas 
- Hendricks of Cleveland, a well 
known humorist. 
The last session will be held on 
Wednesday, Feb. 15, which will be the 








past presidents’ day. All of the living 
past presidents have signified their in- 
tention of attending and will survey 
the retail shoe business during their 
administrations, as well as give a 
resumé of the trade since that time 
and essay a prediction as to the future. 
This session will be presided over by 
J. J. Henry, president, of Huntington, 
W. Va., who will soon afterward go 
into the past presidents’ class. The 
living past presidents are: A. P. Her- 
mann, Chillicothe; H. C. McLaughlin, 
Cincinnati; John J. Baird, Columbus; 
Seaton Alexander, Wheeling, W. Va.; 
C. B. Klingensmith, Youngstown; Paul 
W. Crawford, Lima; Charles Seiden- 
feld, Murray City; and P. J. Myer, 
Dayton. 

A part of this session will be de- 
voted to eulogizing the memories of the 
past presidents who have passed to 
the Great Beyond. The latest is C. K. 
Chisholm of Cleveland, who passed 
away only recently. In addition to Mr. 
Chisholm, others who have died are 
A. F. Sloane, Oxford; Thomas H. Sei- 
bert, Columbus; and A. E. Pitts, Colum- 
bus. 


One Chisholm Store Quits 


DetrRoIT, Mico. (UTPS)—The Chis- 
holm Shoe Co., 37 State Street, is clos- 
ing out its entire line of shoes. The 
building in which it is located, the 
Hodges Building, is scheduled to be 
0 down and a new one erected in its 
place, 





Shoe Sale for One- 
Legged Man 


COLLEGE CoRNER, OHIO (UTPS) 
“One-legged men, attention— 
here is your chance to buy shoes 
at a rock-bottom price,” reads an 
advertisement which was placed 
in the local paper of College 
Corner. “Good shoes—one cent 
each.” But it is explained that 
they are all for the right foot. It 
appears that the present mer- 
chant purchased the store and 
stock from a former retailer and 
just previous to the transfer of 
ownership all of the left shoes of 
the line which were on display in 
the window were stolen. The 
merchant is now endeavoring to 
close out the stock. 














Extensive Alterations for 


Eggert’s New Store 


SPOKANE, WasH. (UTPS)—Altera- 
tions costing $10,000 are being made 
to the store room, 705 Sprague Ave- 
nue, selected by Eggert’s Shoe Store 
as its new location. Otto Eggert, 
owner, has signed a ten-year lease on 
the quarters, which places the store, 
one of the oldest of its line in the city, 
two blocks nearer the heart of the 
shopping district. Mr. Eggert is now 
in the East purchasing stock and 
equipment for the store. 

The interior finish of the new store 
will be of mahogany. The arrange- 
ment will be simple, and yet the most 
modern. Filing cases for shoe will 
line both side walls; fitting chairs will 
be centered the length of the room. An 
arcade entrance with shallow show 
cases converging in angles toward the 
door will be a feature. The entrance 
floor will be of black and white terrazza 
marble, the show window bulkheads of 
black glazed tile with gold emblematic 
designs, and the window walls of Cali- 
fornia stucco plaster. Doors giving ac- 
cess to the windows will be in Spanish 
style, with leaded glass and mirrors. 

Just inside the door a stairway will 
lead to the store’s repair department, 
a feature of Eggert service. 

G. A. Pehrson is architect for the 
new front and the interior was de- 
signed by Frederick Westcott after in- 
tensive study of the better shoe estab- 
lishments of the Pacific Coast cities. 


Cook’s, Inc., Reorganized 


WEsT PALM BEACK, Fia. (UTPS)— 
Cook’s, Inc., located in the Fagan Ar- 
cade, has undergone a reorganization 
and is now known as the Arcade Boot- 
ery. R. D. Trescott has been named 
manager by the new owners. A new 
policy is to be followed in the matter 
of price. Henceforth the store will 
specialize in $8, $9 and $10 shoes in 
place of the price range of $16.50 to 
$27.50, as heretofore. Ladies’ shoes 
and hosiery are carried exclusively. A 
successful sale of the stock of the old 
business was staged from Jan. 6 to 14. 


Mueller Reelected 


AusTIN, Tex. (UTPS)—Carl H. 
Mueller, manager of the Mueller Shoe 
Store, was re-elected president of the 
Austin Retail Merchants’ Association, 
the position that he has held for the 
past year. Mueller has served his city 
as president of the Chamber of Com- 
merce as well as other business and 
civic positions with local and State or- 
ganizations. 






















Slippers That Sell 
Satisfy and Repeat 
QUALITY STYLE CHARACTER 


MERCHANDISE AT POPULAR PRICES 


We have a Style for Every 
TRADE REQUIREMENT: 


MEN’S WOMEN’S & CHILDREN’S in 


all combinations: LEATHERS, 
SATINS, WOOLSKINS & SUEDES. 


_~ 


The 1928 LINES 


WAIT FOR THE “KOZY KOMFORT” 
SLIPPER LINES: Our Salesmen 
NOW SHOWING COMPLETE LINE-UP 





ALL SLIPPERS “IN STOCK” 
Write today for Details 


Kozy Komfort Shoe Mfg. Co. 
1701 Richard, Milwaukee, Wis. 
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What Do You Want To Know 
About Shoes and Leather? 


The chances are 100 to 1 that you’ll find it in the fifth revised edition of the 


SHOE AND LEATHER LEXICON 


All the unusual terms used in the allied industries, as well as those in everyday 
use—defined and explained. And a wealth of other valuable material such as 
correct anatomical drawings of the foot; tables of foot and last measurements; 
standard carton sizes; systems of size marking; hosiery sizes; how to figure profits: 
standard size lengths; "etc., etc. 


An invaluable book for everyone connected with the shoe and leather industries. 


The Price Is Fifty Cents 
(Cash with Order) 


Boot and Shoe Recorder Publishing Co. 
207 South Street Boston, Mass. 
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Michigan and Indiana 


Invited to Ohio Meeting 


CoLuMBUs, OHIO (UTPS)—Retail 
shoe dealers and managers of shoe de- 
partments in Indiana and Michigan 
are urged to attend the coming annual 
convention of the Ohio Valley Retail 
Shoe Dealers’ Association to be held at 
the Deshler-Wallick Hotel, Columbus, 
Feb. 13, 14 and 15. Secretary C. E. 
Dittmer of the association believes that 
these retailers should attend, especially 
in view of the action taken at a meet- 
ing of the executives of the 23 State 
and regional shoe retailers’ associa- 
tions held in Chicago at the national 
convention. This meeting unanimously 
recommended to the national associa- 
tions that the 23 State and regional 
associations be merged into nine larger 
groups. By the plan agreed on, the 
States of Indiana and Michigan would 
be attached to the Ohio Valley Associa- 
tion. 

‘ Such action will not be taken, how- 
ever, until the two associations, that of 
Indiana and Michigan, give their ap- 
proval. But in the belief that this ap- 
proval will be given, dealers in those 
States are urged to attend the Colum- 
bus meeting to get acquainted with the 
officers and- directors of the Ohio Valley 
Association and also to become familiar 
‘with the topics taken up for discussion 
by the Ohio Valley group. 

It is believed that by the 1929 con- 
vention the merger will be perfected. 


Drake & Smith Enlarge 


NorFoLK, VA. (UTPS)—Drake & 
Smith, 448 Main Street, after a phe- 
nominal holiday business in the shoe 
trade, have found it necessary to en- 
large their floor space in order to ac- 
commodate the increasing sales and 
stocks. ‘The entire store has been re- 
modeled and fitted with up-to-date 
furnishings and a children’s depart- 
ment occupying a separate room in the 
rear has been added, which is some- 
thing new with this firm. Mr. Smith 
says with the advance in prices, pros- 
pects are bright for the shoe trade for 
the coming year. The lighter shades 
are leading in women’s footwear, such 
as tans, blonds, ashe, etc. 


Partnership Dissolved 


Weston, W. Va.—The partnership 
known as P. Freedenberg & Co., oper- 
ating a store for men and boys here, 
has been “dissolved and has been suc- 
ceeded by Freedenberg & Co., the two 
partners being Morris Freedenberg 
and Moses Schwartz. Both men have 
been connected with the business for 
fifteen years and the store will be con- 
ducted at the same location. 


Selling Colonial Patent 


Boston, Mass.—The Schoenberg 
Leather Co., 329 Arch Street, Philadel- 
phia, Pa., has become sole agent in the 
Pennsylvania territory for the Co- 
lonial Tanning Co.’s line of black and 
colored patent sides and patent kips. 





Baker-Hemphill to Have 


Large Shoe Department 


San ANGELO, TEx. (UTPS)—Baker- 
Hemphill Company of this city, one of 
the biggest department stores in West 
Texas, announces plans for the erection 
of a five-story building for its future 
home. The building will be completed 
during the present year. W. M. Hemp- 
hill, president of the company, says 
one of the features of the new home 
will be the shoe department, which he 
says will carry the biggest and most 
complete stock in West Texas. A large 
section of one floor will be devoted to 
the shoe and hosiery departments. 
These departments will be equipped 
with the most modern furnishing ar- 
ranged for the comfort and convenience 
of customers. 


Vanity Parlor to Open 


LAREDO, TEx. (UTPS)—The Vanity 
Shoe Parlor will be opened here about 
Feb. 20, it was announced by I. Good- 
man just before leaving for the market 
to buy spring and summer stocks. The 
new shoe establishment will carry an 
exclusive line of women’s shoes and 
hosiery. Mr. Goodman expects to lay 
in a supply of shoes and hosiery. which 
will be pleasing to the -eyes of the 
Senoras and the Senoritas of Nueva 
Laredo, a Mexican city of 6000 just 
across the Rio Grande River. 
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Fashion Bootery Scores Again 





Levy Now Sole Owner 


of Guarantee Shoe Co. 


LITTLE Rock, ARK.—The entire hold- 
ings of H. P. Massenberg, deceased, in 
the Guarantee Shoe Co. has been pur- 
chased by Ralph Levy. . Mr. Levy has 
been a one-third owner in this com- 
pany for the past six years, so now 
he is the sole owner. The same name 
and policy of the store will be con- 
tinued as heretofore. 


Saint with Lowenstein 


MEMPHIS, TENN.—B. Lowenstein and 
Bros. announce the selection of J. 
Saint as buyer for their women’s and 
children’s shoe department. Mr. Saint 
is well known here, as he has success- 
fully handled several important buying 
positions in Southern cities in the past 
fifteen years. It is his intention to 
confine the third floor department to the 
medium grades of women’s shoes, or 
retail prices from $8 to $15, and allow 
the basement to concentrate on prices 
at $6 and under. 


Ramey Buys Shoe Co. 


WIcHITA FALLS, Tex. (UTPS)—The 
American Shoe Co.,* at 717 Seventh 
Street, has been purchased by B. G. 
Ramey from R. A. Neal, it is an- 
nounced. The new owner will carry a 
complete line of footwear for men and 
women, also a complete line of hosiery. 
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This is the new sales room of the Fashion Bootery at Quincy, 


Illinois. 


Bumster has charge of the Hosiery department. 


James Hoffman is the general manager, and Miss Helen 


They are on the 


6th Floor of the W. C. U. Building, which is located on the principal 
retail street. In arranging this sales room, the comfort of patrons 
has been considered. As you can see, it offers them the comforts of a 


drawing room. 


water and many other modern conveniences. 


Then in the adjoining corridor there is running ice 


The Fashion Bootery 


offer for sale only the highest type and the newest creations in 


women’s footwear and women’s silk hosiery. 


They have gained the 


confidence of their patrons. This shop is very popular with the 
younger set. Every shoe is properly fitted by obliging and competent 


sales people. 


All in all it is the most artistically arranged women’s 


footwear shop in this section of the country. 
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HENRY LILLY CO. 
11@ Duane St. New York 
AUCTION TRADE SALES of 
SHOES and RUBBERS 


Every Wednesday and Friday 











nae 


Tus 


Peon 


ron MEN (P) 
M. A. PACKARD CO., Makers 














NETTLETON 


- Shoes of Worth 
A. E. NETTLETON CO. 


HB. W. COOK, President 
Syracuse, N. Y¥., U. B. A. 
MEN’S FINE SHOES BXCLUSIVELY 























BOSTONIANS 
SHOES FOR MEN 


COMMONWEALTH SHOE & LEATHER Co. 
WHITMAN, MASS. 


Chicago Show 
Results in 
Good Buying 





Orders Placed in Cincinnati 
Specify Deliveries from 
February 15 to March 15 


CINCINNATI, OHI0—Cincinnati shoe 
factories report bookings since the 
Chicago style show to have been very 
liberal. Orders on hand are reported 
to exceed by far those of one year ago. 
Most orders being placed at present 
specify Feb. 15 to March 15 delivery, 
and production has been increased in 
order to conform more closely with or- 
ders on hand and be ready to run at 
capacity if bookings during the next 
few weeks are up to expectations. Old 
prices exist with some manufacturers 
while others revised theirs Jan. 1. Pat- 
ent leather and col-~ - are being count- 
ed on very stron. und suede is expected 
to be good for some time. 

Prices at the Krippendorff-Dittmann 
Co. are firm for the time being. Spring 
orders are getting heavier and produc- 
tion is being speeded up. Black patent 
is exceptionally good with K-D, re- 
ports Mr. Meuthing of that firm, and 
colors are being received with favor. 
Marron calf and brown kid are being 


Meuthing said that colored suede is 
taking weil with the trade. 

The Charles Meis Shoe Co. is fea- 
turing colors in their new line, A. R. 
Toffler, assistant sales manager, re- 
ported. Black patent is being booked 
liberally for future delivery and quite 
a few orders are coming in for at-once 
shipment. Imported woven sandals 
will play quite a big part a little later 
in the season, Mr. Toffler thinks, and 
Meis is getting ready to fill orders on 
this type of footwear. The Charles 
Meis factory, which is located at Leb- 
anon, Ohio, is running at capacity. 
Black patent is getting lots of atten- 
tion, especially in orders specifying 
immediate delivery, although orders be- 
ing booked for February and March de- 
livery are much stronger on colors, re- 
ports J. Schultz of the Mann-Longini 
Shoe Co. Sport shoes of tan or honey- 
beige calf will be very good later in 
the season, Mr. Schultz said, judging 
from the number of orders coming in 
for March delivery. 





New Efficiency Expert 
Chosen by W. L. Douglas 


Major Packard Retires After 30 
Years of Real Service 


Brockton, Mass.—Charles R. Felton 
of this city has been engaged by the 
W. L. Douglas Shoe Co. to serve as 




















bought in fairly good volume and Mr. ! 


{ Shoe Co., and he will assume his new 
duties Feb. 1. He goes to the com. 
pany following the resignation of 
Major Daniel W. Packard, vice-presi- 
dent and manager of the Douglas retail 
stores, who will conclude his duties 
Feb. 1. Several other minor changes 
are to be made at the annual meeting 
of the company, which will be held 
during the last week of this month. 

Mr. Packard, whose resignation is 
due to ill health, has been associated 
with this company for more than 30 
years, advancing to various posts be- 
cause of his good work until he was 
elevated to be a vice-president in 1924, 
When he assumed direction of the re- 
tail stores of the company it operated 
about 50. Now there are 120 under 
his supervision. He enjoys the dis- 
tinction of having had a vision of the 
value of this form of advertising and 
personally picked the location of al! of 
the new ones. 

Besides being one of the leading ex- 
ecutives in the shoe industry in the 
State, he found time to take a very 
active part in municipal and civic 
affairs. He was the first city marshal 
ever to hold the police post after in- 
corporation as a municipality. During 
the administration of Governor Doug- 
las he served as aide-de-camp on his 
staff. 

He is chairman of the Brockton Boy 
Scout Council and for many years has 
given most generously to their fund, 
and in recent years he donated money 
for the erection of their camp at Bloody 
Pond, near Plymouth. 





High Colors Seen in 
Lynn’s Spring Samples 


LYNN, Mass.—Volume of business is 
good here. Wide movements are noted, 
in both styles and prices. Fine lines 
reveal bright colors, some in astonish- 
ing combinations. Popular lines show 
plenty of patent leather. Possibly as 
much as 50 per cent of Lynn’s popular 
novelties, from now until Easter, will 
be made up of patent leather shoes 
illuminated by color trims. 

Sole leather of the Lynn grade is up 
above 60 cents a pound, with a pre- 
diction of a rise to a peak of 68 cents 
a pound, or 20 cents above the low 
mark from which the present rise 
started. The greatest increase is on 
light leather, such as is used for soling 
popular novelties. The demand for this 
leather is considered greater than the 
supply. 

Shoes are not following leather up- 
ward, according to the old rule. There 
continues to be an abundance of popu- 
lar price footwear. At the same time 
the output of fine shoes at $10 a pair 
and upward is larger than at any time 
in the history of Lynn. 

“Speak softly of prices,” says 
manufacturer. “The customer ¢/i00ses 


one 





not according to the costs of the !vather 


; but according to the style value Does 
efficiency expert for the W. L. Douglas ; a buyer of a 1928 automobile ever ask 
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Sales Promotion of Children’s Shoes 


Twenty thousand 
copies of a booklet en- 
ti “Look at the 
Soles First” have al- 
ready been distributed 
by retail shoe mer- 
chants. This compila- 
tion of essential facts 
concerning children’s 
shoes is a copyrighted 
discussion by The Pfis- 
ter & Vogel Leather 
Co, of the merits of 
their water resisting, 
flexible sole leather 
marketed under the 
trade name of “No- 
soak.” 


This character of 
leather with its decora- 
tive bottom feature is 
one of the most im- 
portant features intro- 
duced during the past 
decade in that it ena- 
bles the shoe merchant, 
wearer, manufacturer 
and tanner to identify 
the bottom stock until 
after it reaches the 
ultimate consumer for 
whom it is intended. 





the cost of the raw material of which 
the machine is made?” 

“They are all symphonies,” com- 
mented “Patsy” Colella of Colella & 
Leighton, as he spread some new sam- 
ples. “There’s not a jazz note among 
them.” 

The shoes show sandals, open of 
shank and fancy of vamp. Materials 
present soft blues, greens and reds, as 
well as beiges, jades and parchments, 
some in luster and some in grain fin- 
ish; also basket weaves, Toyo cloths, 
and the like, and patent leathers with 
panels of colors. The Sensation san- 
dal, the leader in the C. & L. line, 
shows front straps which cross through 
an ornamental ring, and a new ar- 
rangement of instep straps, buckle 
fastened. 

Watson, maker of welts, is most ac- 
tive on sporty and dressy models. 
Bert Blake is predicting the best sea- 
son yet for sport types. “The new 
tweed and like fabrics and the new 
sport clothes are quite favorable to 
welted sport types,” says he, “and 
there is also the growing popularity of 
out of door pastimes which is fostered 
and encouraged by automobiles, coun- 
try clubs and the like.” 

wo major movements in colors are 
noted. One shows the use of high 
colors for vamps and quarters, the 
shoes being ined down with trimmings 
of darker hues. The other shows the 
use of patent leather, shoes of this 
stock being brightened up by trimmings 
of high color. 

Some business on grays is expected 
for Easter time. Easter, by the way, 
comes April 8 this year, a bit early. A 
big season on white shoes, some with 
high color trimmings, is predicted for 
summer. Next a return to blacks is 
on the list, with the possibility of a 
development of a new opal black leather 
as well as a revival of fine grain kid. 

hens from Ireland and Belgium are 
shru to a loss of 10 per cent of 


| their measurement, and, after being 


block printed in colors, blacks, tans, 
blues and even orange, they are made 
into summer shoes. 

Some Lynn firms did well with boots 
this winter and are expecting a larger 
business on boots when the fall season 


; opens up. This may have some bearing 


on summer buying, for a shift from 
low cuts to high cuts in the fall would 
shorten up the season for pumps and 
oxfords. 


Good Spring Business 
Booked by Haverhill 


Novelties Include Strap Patterns 
In Basket Weave Effects 


HAVERHILL, Mass.—Shoe men in the 
local industry acknowledge receipt of 
substantial spring business, but are 
marking time before putting the or- 
ders into the factories, awaiting defi- 
nite assurances on the local labor situ- 
ation. Market and general trade condi- 
tions, however, are conceded favorable 
to a good season’s business and manu- 
facturers hope to clear up their domes- 
tic troubles promptly. 

Interesting style innovations are be- 
ing advanced as the new season opens 
and retail shoe merchants begin to 
anticipate their Easter requirements. 
The smart one-strap numbers, plain 
pumps and one and two eyelet ties are 
the patterns to herald spring, and for 
real novelty effects straps in basket 
weave styles are featured. Buckles in 
metal and leather bows are appearing 
in vogue for ornamentation. Some 
fancy stitching is being used and in 
satin numbers beaded and embroidered 
work is noted. 

Colors are developing faster as the 
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month wanes and creeping up on black 
patent and suede are the new colors in 
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ys HAND TAILORED 
tel HAND LASTED 


10N F- REYNOLDS Com, 
BROCKTON MAGE 





STOCK DEPT. 5 


SNAPPY SNAPPY 
ACTION! STYLES! 


“They'ce Cot to Be Stetsons 
te Be Snappy” 


THE STETSON SHOE CO., Ine. 
Seuth Weymouth, Mass. 








Makers of Gentlemen’s Fine 
Footwear Since 1850 


JONATHAN RoBINSON 
NorTHAMPTON, ENG. 
Representative: 

F. D. Connor, Manchester, N. H. 











G& 


50 STYLES IN STOCK 
Ready for Delivery en the Det 


EMERSON SHOE MFG. OO. 
Reekland, Mass. 











WHERE TO BUY 
Shoe Buckles 


Dba AAAAAAAAAAAAAAAAAAA 
CUT STEEL 
BEADED-RHINESTONE 
“Decidedly Different” 
Importers 


MAISON MANN, INC. 


formerly 
BAUER & MANN 
3 West 29th St., New York 


Trirart & De ALTERIIS 


Importers and Manufacturers 
CUT STEEL BEADED 
RHINBSTONE 


SHOE ORNAMENTS 
101-103 West 37th Street, 
New York City 


V+ VEITH—-- V 
gE CUT STEEL— E 
IMITATION STEEL 
} BEADED 
SHOE BUCKLES 
Ta. & H. VEITH, INC. 


im porters— 
9-11 East 88th, New York 
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The One 
Waterpreef 
Leather That 





CREESE & COOK CO. 
Bannertes at Danversport, 95 South St., Boston. Mase 


West Virginia 


Always Uniform in Quality. 

Always Dependable in Service. 

Pulp Products Department 

WestVirginia Pulp & PaperCompany 
@ Detroit NewYork Chicago 














WHERE TO BUY 
Men’s &: Women’s 
Slippers 














PARISTYLE FOOTWEAR MFG. CO., INC. 
40-46 West 25th St., New York City 
New York Office, Room 622, 1328 B,way 
HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns. 


$27.00 per doz. and up. 4 
5 
request 


























kid, suede and calf. Beige in both kid 
and suede is well spoken of, with all 
the pastel kid shades accepted as good 
for Easter trading. 


George W. Baker, Shoe 
Manufacturer, Is Dead 


NEw YORK 
City-—George W. 
Baker, president 
of the George W. 
Baker Shoe Co. 
and a prominent 
figure in finan- 
cial and political 
affairs of Brook- 
lyn for years, 
died last week at 
his home, 424 
Clinton Avenue, 
Brooklyn. He 
was 63 years old. 

Besides his in- 
terests in the shoe manufacturing in- 
dustry, Mr. Baker was director of sev- 
eral banks and an active member of 
the Republican political organization 
in Brooklyn. In 1921 he was Republi- 
can candidate for Borough President, 
but was defeated by Edward Riegel- 
mann. 

He was a member of the Brooklyn 
Rotary Club, of which he was past 
president; the Brooklyn and United 
States Chamber of Commerce, the Na- 
tional Republican Club of New York 
and the Society of Old Brooklynites. 
His wife, Isabel C. Higgins Baker; a 
son, George W. Baker, Jr., and two 
daughters, Mrs. Florence Stafford and 
Mrs. Evelyn Koehler, survive. 








Ceo. W. Baker 





Rice & Hutchins, Inc. 





Retiring from Business | 


Boston, Mass.—It has been known 
for some time that Rice & Hutchins, 
the well known manufacturers of 
shoes, were retiring from the business. 
Following is the formal announcement 
issued by the firm: 

“We wish to inform the trade we are 
retiring from the manufacturing and 
wholesaling of shoes.” (Signed) Rice 
& Hutchins, Inc., F. B. Rice, treasurer. 





Cincinnati Stores Have 
Early Spring Openings 





Brown Kid and Suede and Black 
Patent Moving Freely 


CINCINNATI, OH1I0—Some of the lead- 
ing retail shoe stores have announced 
early spring openings, while semi- 
annual sales are still in progress at 
others. December business brought 
stocks down very low and in most cases 
a one-week sale swept the shelves clean 
for new spring stocks. At the moment 
the best movers seem to be brown kid, 
brown suede and black patent, but a 
sprinkling of everything is being sold. 
Practically every retailer of higher 
priced merchandise has something new 
and different for spring and each is 
confident that consumer demand is go- 
ing to be for something entirely dif- 
ferent. 





“We believe navy blue kid will be { is treasurer and clerk of the « 


exceptionally good for spring,” re. 
ported W. E. Newbold, shoe buyer for 
the Smith-Kasson Co. “Blue kid js 
somber enough to go with many dresses 
and gives proper sophistication for 
spring. It has a place in the shoe busj- 
ness as a regular shoe and has just 
enough novelty about it to break the 
monotony of black. We expect to do a 
good business in colors and are now 
looking forward to the biggest spring 
season in our history.” 

Indian Prince cloth of rainbow colors 
is the new material being featured at 
Pogues’s spring opening. These shoes 
are attracting lots of attention, accord- 
ing to Mr. Endicott of Pogues’s shoe 
department. The entire shoe resem- 
bles needle-point and of the six num. 
bers carried by Pogues, five are straps 
and one pump. Bags and parasols of 
the same material are carried and Mr, 
Endicott reports several women as hay- 
ing dresses and hats made so the en- 
tire costume will match. Black 
patent is moving well at present and 
that, together with brown kid, will con- 
stitute a good part of spring sales, Mr. 


| Endicott thinks, although he expects 


colors to play a big part. 

Brown kid, black patent and brown 
suede are selling well at present, ac- 
cording to A. E. Gerhardt, shoe de- 
partment manager of the Denton-J onap 
Co. Mr. Gerhardt expects each of 
these to play a big part in spring sales, 
although he thinks this will be a very 
colorful season, with colors first. With 
reference to the inevitable raise in shoe 
prices, Mr. Gerhardt reports that he 
does -not expect it to affect the retailer 
of $8 to $15 footwear, as an extra 25 
or 30 cent raise on the pair would pass 
almost unnoticed, while the merchant 
who has a set price of $5 or $6 would 
suffer from loss of profit or loss in 
trade from trying to keep up quality 
at the same price or by selling an in- 
ferior grade. 


R. G. Hasty, Vice-President 
of Leonard, Shaw & Dean 


MIpDLEBORO, Mass.—Ralph G. Hasty 
of Brockton has been elected vice- 
president of Leonard, Shaw & Jean, 
Inc., manufacturers of high grade 
footwear. Mr. Hasty formerly was 
with the L. A. Crossett, Inc., of North 
Abington, and some weeks ago became 
associated with the Dalton Shoe Co., 
which manufactures its shoes in the 
Leonard, Shaw & Dean factory. Mr. 
Hasty and Mrs. W. H. Dean have been 
elected to the board of directors of the 
company. The company will carry out 
the same policies as it has in the past. 





New Narrow Fabric Co. 


BROCKTON, Mass.—A new shoe ac- 
cessory business will be opened here 
next week when production is s‘arted 
by the Brockton Narrow Fabric ‘0. on 
elastic goring. Arthur E. (Carter, 
president and manager of the new con- 
cern, which has taken one floor of the 
Brockton Ideal Factory here, formerly 
was manager of the plant of the Hub 
Gore Makers, Inc., which moved to 
Chelsea about a year ago. He will be 
associated with Fred E. Ahearn, who 
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ev Bros. oe 


Sam Meyer Manny Meyer 

Meyer Brothers Shoe Company, Inc., 
successors to the old Reyem Shoe Man- 
ufacturing Company, is moving from 
its present location, Taffe Place, to 
new and larger quarters at 1 Hope 
Street, Brooklyn, N. The company 
is affiliated with the Dr. Posner Shoe 
Company. The two Meyer brothers 
are Sam and Manny, both well known 
in the shoe trade. The new organiza- 
tion showed at Chicago and at the At- 
lantic City convention this week. 


Haverhill Tanneries Busy 


HAVERHILL, Mass.—Local tanneries 
are very busy and making important 
additions to their production facilities. 
The L. H. Hamel Leather Co. is rushed 
in getting out kidskins in the new 
spring colors, ‘besides. tanning and ja- 
panning sheepskins. . Hoyt & Worthen 
Co., tanners, are also active in the same 
line of manufacture. The output of 
“American Beauty” kid featured by 
the Lennox & Briggs Co. is being in- 
creased, and the firm representatives 
— great hope in the general trade 
outlook. 


Speedy Sampling— What? 


HAVERHILL, Mass.—Speed in getting 
out samples for prospective customers 
is one of the numerous forms of service 
local shoe manufacturers are giving 


their accounts. The past week the 
Kimel Shoe Co. received an order for 
ten samples at 2:30 p. m. of a busy 
day, but the 10:47 a. m. train of the 
following day bore the desired samples 
to the New York account. 


New Lines Under Way 


HAVERHILL, Mass.—Salesmen from 
local plants are expected back in the 
city Feb. 1 to realign their samples fol- 
lowing the style shows and immediately 
to take off again for a swing around 
the circle to clinch prospects corralled 
at the trade gatherings. The Dallas 
and Atlantic City shows claimed a large 
number of the road men traveling out 
of this city, as did the Chicago show. 
Results were reported satisfactory. 


Sandler Bootery Stock Sold 


Brock Ton, Mass.—Stock and fixtures 
of the Sandler Bootery on Main Street 
in this city have been sold to Attorney 

Andrew A. Stone. After alterations, 
Mr. Stone will conduct the shoe store 
under the name of the Stylecraft Boot- 
ery. James L. Twohig, who has been 





active manager of the business, will 
continue in the same capacity. Most 
of the present stock will be disposed of 
at a special sale, after which the store 
will be stocked with new equipment 
and — lines under the new manage- 
ment. 


New Officers Inducted 
by Chicago Travelers 


Cuicaco, ILt.—At a luncheon of the 
Shoe Travelers Association of Chicago, 
held Jan. 21 at Hotel LaSalle, the offi- 
cers for the ensuing year were inducted 
into office with due formality by reason 
of the compliments and charges deliv- 
ered on behalf of the association by 
Ralph Stadeker, past president of the 
organization. The new officers are: 
Sam G. Solomon, president; Harry 
I. Strandhagen, vice-president, and 
Charles W. Heilbrun, secretary-treas- 
urer. Both Messrs. Solomon and Heil- 
brun were re-elected to their respective 
offices, the latter having served the Chi- 
cago travelers for the past six years. 

The report of the secretary showed a 
net present membership in the local as- 
sociation of 236 members. 

In the absence of Charles W. Evans, 
chairman of the Chicago delegation at 
the recent national convention, Na- 
tional Treasurer Davis outlined the 
work of the national at their Chicago 
gathering. 

President-elect Solomon discussed in- 
formally the plans for the coming year, 
stating that a past-president’s night 
would be one of the social features as 
would a celebration of the association’s 
twentieth birthday. 

James B. Richardson, veteran mem- 
ber of the Chicago body, announced the 
approach of his 88th birthday on March 
1 next, and expressed his pleasure at 
being among his fellows once more 
after three weeks with relatives at 
Bear Lake, Mich. 

At a recent meeting of the same as- 
sociation the president appointed a 
committee to draft resolutions of re- 
spect to the memory of the organiza- 
tion’s first president, the late Rosen- 
crans Murphy, whose untimely death 
was reported in these columns late last 
year. 

The resolutions, beautifully en- 
grossed and suitably framed, have just 
been presented to Mr. Murphy’s family. 
The wording of the composition is as 
follows: 

“The Shoe Travelers Association of 
Chicago, IIl., in convention assembled, 
this, the seventeenth day of December, 
nineteen hundred and twenty-seven, re- 
gretting deeply the loss of our late com- 
rade, 

S. Rosencrans Murphy, 
extend to his bereaved Wife and Fam- 
ily our sincere condolences. 

“As the first president of our asso- 
ciation he served with intense regard 
for the duties of his office and was 
largely instrumental in establishing the 
association on a successful foundation. 

“As a member he was active in fur- 
thering its purpose and earnestly de- 
voted to its progress. 

“Resolved that a copy of this testi- 
monial shall be spread on the records 
of this association. 

Ralph Stadeker 

Eugene Slocum 

Harry L. Ware. 
Committee. 
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WHERE TO BUY 


Shoe Price Ticket Holders 
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POLLY CLIP 
For Shoe Price Tickets 
TILTS AT ANY ANGLE 
Small, neat, es. =e used by 
first class roses $5. Haif 
$2.75. ae! * with b trial order. 


if unsati SRF 
M. D. POLLINGER CO. 
416 Victoria Bidg., St. Louis, Mo. 











WHERE TO BUY 
Ballet Slippers 

















BALLET SLIPPERS 
Made on Right and Left Lasts 


Wom. Miss. C hilds 

No. 604 White Kid..1.75 1.70 1.6: 

No. 600 Black Kid. ..1.45 1.40 1.35 
Coast Prices Slightly Higher 


BROOKS SHOE 
MFG. Co. 
Phils ade Iphi 1 
1725 No. 6th St. *2 IN 
Los Angeles—1162 So. Hill St STOCK 


Im Stock Black Bal- 
let Slippers 
ee $1.25 pr. 

$1.20 pr. 

Onilde’ suis Pr. 
BLOG SHOE CO., INO. 

147 Duane &t., 

New York, N. Y. 


BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Bi02 => an ae Tura 


y my 














ear ¢ te 
Misses Aly 


SCHWARTZ sRepen. Inc. 
Specialists in Sa llet Manufacture 
241 No. 1lith St., Philadelphia, Pa. 








HAND TURNED, BLACK KID 


ROTH & ROSENBERG SHOE CO. 
124 N. 3rd St., Philadelphia 
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WHERE TO BUY 


Women’s Novelties 
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Shee Buyer's we 


Mr. H. r “Stein will¢ 
show you  money- 
making specialties! 
Samuel Cohen 


oe . 
72 Lincoln St., 


Boston, Mass. , 
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WHERE TO BUY 
Slipper Supplies 














POMPOMS AND ROSETTES 
The right merchandise at the right price. 


Samples sent on request. 
HY-GRADE SLIPPER SUPPLY CO. 
693 Breadway New York City 














WHERE TO BUY 
Children’s Shoes 








“ELAM 99 


Flexible Turn Shoes 


For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 


ROCHESTER, N. Y, 
Boston Office: Statler Bidg., Room 532 














WHERE TO BUY 


Store Fixtures 


C,QOQOD WINDOW 


FINTURES 








[CONTINUED 


occasions, not for style or color. It 
is almost certain that she will buy 
a black shoe, because she knows it 
will go best with most of her gowns. 

Spring approaches—do women 
think of “style” or “spring”? Do 
they think of “style” or Easter? 
As summer comes on, -do they think 
of style or warm weather? In the 
back of every person’s mind is the 
thought of seasons. It is instinctive 
—biological. You cannot go against 
it nor defeat it. Flowery advertis- 
ing copy that harps on style, style, 
style, will not alter the workings of 
the human mind when instinct is at 
work. 

It seems that the biggest and best 
thing the shoe trade can do in 1928 
is to get people’s minds running 
along perfectly natural lines, and 






The Greatest Need This Year 


FROM PAGE 47] 


that is seasons. Ease up on style 
and color for a time and see if peo- 
ple weep much over the loss. 

Sell shoes for spring, Easter, sum- 
mer, fall and winter and you will be 
going right along with the public 
manner of thinking. 

Sell shoes for Sundays, for week 
days, for work or play, for purposes, 
occasions, events, travel, home, office, 
and the thousand and one other 
things people want shoes for. Then 
you will be following the lines of 
least resistance and doing a per- 
fectly natural thing. 

Shoes must be beautiful colorful 
and stylish, of course. But let’s take 
more of that for granted and, as the 
old fellow said about the gondolas, 
“let Nature take her course.” 








centages as related to sales pro- 
duced, may be established in such a 
way as to yield added compensation 
to those who produce the sales. 

If there are four salesmen and 
each has a low quota of sales produc- 
tion, either one of two things must 
happen. There must be more sales 
by each person to bring percentage 
of selling cost to a proper ratio, or 
else fewer people must produce the 
same amount of sales. 


STRAIGHT SALARY 


Per Week Per Year $12,000 $15,000 

$25 $1,300 10.8% 8.6% 

30 1,560 13.0% 10.0% 

35 1,750 14.5% 11.6% 

40 2,080 16.5% 13.2% 
SALARY AND 1 PER CENT OF SALES 
$12,000 $15,000 

Week Year Total % Total % 

$25 $1,300 $1,42011.8 $1,450 9.6 

30 1,560 1,68014.0 1,710 11.4 

35 1,750 1870 15.5 1,900 12.5 

40 2,080 2,20018.3 2,230 15.0 

SALARY AND 1 PER CENT OF OVER $15,000 
$15,000 $18,000 

Week Year Total % Total % 

$25 $1,300 $1,300 8.6 $1,330 7.4 

30 560 1,56010.0 1,590 88 

35 1,750 1,750 11.6 1,780 10.0 

40 2,080 2,080138.2 2,110 11.7 

Every item of expense, rent, ad- 


vertising or selling cost, is a per- 
centage of sales, and each must keep 
itself within reasonable distance of 
standard averages. These figures 
constitute merely the first step in 
giving a background or a basis from 








More Money For Your Salesmen 


[CONTINUED FROM PAGE 55] 





which to start. Either of these 
plans, or any other plan, which might 
include straight commission or profit 
sharing, must also have as a basis 
that loyalty, energy and intelligent 
cooperation, are entitled to their re- 
ward. Inversely, increased compen- 
sation can only come from increased 
production, and volume of sales, in- 
dividually as salesmen and collec- 
tively as a sales organization, must 
be the basis upon which such com- 
pensation is justified. 


Moses Leibowitz Dead 


NEw YorK CiTy—Moses Leibo- 
witz, one of the well known sales- 
men of the Diamond Shoe Co., died 
late last week, following an attack 
of pneumonia with which he had 
been stricken two weeks before. Al- 
though a very young man (he was 
only 31 years of age at the time of 
his death), Mr. Leibowitz had been 
with the Diamond Shoe Co. for 16 
years, having come there as a boy 
to work in the stock room. 

Gradually he worked his way up 
until he was given the position of 
inside salesman, in‘addition to which 
he covered special accounts in metro- 
politan New York. 

Mr. Leibowitz was single and 
made his home at 533 East 14%th 
Street, New York. 
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A Sweet Store for Sour Faces 
Changing the Customer’s Mood — Profitably 


BOUT ten years ago there was 
A: keen-eyed, nice-looking 
young salesman in Hanan & 
Sons’ Chicago branch, who dis- 
played a fondness for waiting on 
grouchy customers. He seemed to 
spot them the minute they entered 
the store. Some of the other 
salesmen would immediately 
get busy putting away stock. 
But this young fellow no 
sooner caught a glimpse of a 
hobbling gait than he would 
be up front with his best 
smile to usher the hobbler to 
a seat. One day one of the 
boys asked him: “Why do you 
always pick out the sour 
faces?” 

Grant Simpson looked at 
him in amazament. “Who said 
I picked out any kind of 
faces? I don’t pay any atten- 
tion to their looks. All I see 
is their feet” 

“Are you telling me you 
didn’t see the scowl on that 
old lady’s face you just fitted? 
Boy! She was a sight when 
she came in and you went 
rushing up like she was your 
rich aunt!” 

“Declare to goodness I 
didn’t see it. I was looking at 
her walk. Did you notice it? 
Anybody could tell her shoes 








didn’t fit her.” 

When Grant Simpson said that 
he was revealing the foundation on 
which he was ta build his future 


Grant Simpson and his store in 
Omaha, Neb. 


success as a shoe merchant. He 
never ran away from faces; he al- 
ways ran toward feet; and the more 
the feet needed help the gladder he 
was to fit them. He realized that 
a correctly shod customer was 4 
satisfied customer and would be 

likely to return for mor 














But the real reason 


v2 shoes. 
was a more worthwhile one— 


it was a genuine desire to 
make people happy. As far 
back as he could remember 
having any knowledge of shoe- 
fitting he considered the fit the 
important thing. Even when 
he was a small boy he wanted 
people to be comfortably shod; 
he understood the relation be- 
tween their dispositions and 
their feet and he wanted to 
see everybody happy. He tried 
to send out the hobblers in a 
happier frame of mind. 


Then he decided to go into 
business for himself and sell 
orthopedic shoes. He had 
had some experience before 
going to Hanan’s in selling 
this type of shoe and he was 
interested in the work. 

He located in Omaha and 








opened his shop at 1815 Far- 
nam Street, in June, 1926, the 
first Tru-pe-dic shop there. 
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If you are the 


Man We Want 


here is more than a job 


*€TF I could only be a partner—not just an em- 
ployee.”” How many men cherish this dream. For 
how few the dream comes true. 


But here is a business founded on co-partnership. 
A business of 954 department stores every one of 
which is managed by a partner who shares in the 
profits. A business in which many men /ave stepped 
forward to prosperity. 


Not an easy business. Not a business for the faint- 
hearted or happy-go-lucky. But for those who can 
qualify (and they don’t have to be supermen, either) 
it is an unusually satisfying business, offering unusual 
rewards. 


The J. C. Penney Company, operating the largest 
chain of department stores in the world, is advertis- 
ing for such men because new stores are being opened 
so fast that it must have more of its kind of men to 
train for managership. We have added sixty-nine new 
stores in the past six months. 


We start you as a retail salesman, at an adequate 
salary, in one of our stores. We help you to master 
the merchandising methods which have brought the 
J. C. Penney Company to its present position. We 
give you every encouragement. We want you to be- 
come managerial timber. 


Without financial investment, you are made a mana- 
ger as soon as you make the grade—and the sooner 
the better for all concerned. As manager, you have 
not only your salary but a share in the profits of your 
store and opportunity to share in the profits of all 
the 954 J. C. Penney Company stores. 


Do not answer this advertisement unless you are 
experienced in selling men’s wear, dry goods or shoes, be- 
tween 25 and 35 years of age, have a good general 
education and are definitely determined to carve out 
a real future for yourself. If you have these qualifi- 
cations, confidential correspondence is invited. Ad- 
dress our nearest office and ask for the story of the 
J. C. Penney Company contained in the booklet, 
“Your Next Ten Years.” 


Tbe J. C. PENNEY Company 


Russ Bidg. 1010 Pine Street 
San Francisco, Cal. St. Louis, Missouri 
Room 1322 Room 1049F 


330 West 34th Street 
New York City 
Room 1502F 




















Imported English Field Boots 
IN STOCK 


These English field boots 
are full leather lined, 
with stout first quality 
double sole, and have 
that custom-made appear- 
ance and distinguished 
style. They are easy fit- 
ting and comfortable, 
and are the products of 
workmen -having behind 
them the traditions of 
generations of fine shoe 
making. 

Write for complete cata- 


logue of puttees, riding boots 
and accessories. 


No. B-2780 
Tan Scotch grain 
$13 a pair 
No. B-2790 
Black Scotch grain 
13 a pair 
No. B-1786 
Black or Tan 
Willow Calf 
$13 a pair 





COLT-CROMWELL CO., INC. 


1238 BROADWAY NEW YORK, N. Y. 
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Greeley Boudoirs 
Meet All Demands 


No fault is found with them be- 
cause there are no faults to find 
in them. I make them in a man- 
ner which years of manufacturing 
have proved correct for beauty 
and wear. My quality stand- 
ard is high — very high — 
still price is right. Investi- 
te. Black and_ colors. 
ather or Rubber heels. 


IN 
STOCK 
36 Pair Cases 


A. W. GREELEY 


Deliveries At Once 





wy 12 Duncan Street - 

















Haverhill, Mass. 
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“ UR rubber footwear busi- 
O ness has been transformed 
from a nightmare into a 
pleasure, and incidentally, too, into a 
profit-maker for our shoe store,” said 
recently Paul Michaels and Emmet 
Armstrong, both enterprising young 
merchants who have “made good” in 
the shoe world as proprietors of the 
beautiful M. & M. Shoe Store of 
Noblesville, Ind. Messrs. Michaels 
and Armstrong are known through- 
out the Hoosier State as believers 
in good service to the public. Their 
store is located in a Central Indiana 
county-seat town of 7000 popula- 
tion. For some time they had found 
that they had a real problem in the 
merchandising of their rubber stock. 
They thought the matter over care- 
fully and finally solved the problem. 
Here is the answer, as they see it, to 
some brother merchant in a small 
town who may find that he is not 
getting as good returns from his in- 
vestment in gaiters and in heavy and 
light rubbers as he would wish. 


HE M. & M. Shoe Store carries 

nationally advertised brands ex- 
dusively. By “hooking up” with 
this national advertising, through 
local newspaper publicity and 
through good window display, very 
pleasing results have been obtained. 
The stock of the M. & M. Shoe Store, 
while not large, is nevertheless com- 
prehensive enough to meet the needs 
of customers who come in to see 
what Paul Michaels and Emmet 
Armstrong have purchased for them 
in the way of galoshes or other 
members of the rubber footwear 
family, and these folks are always 
sure that they will get exactly the 
size and the width to properly fit 
them. Sizes are watched very care- 
fully at the M. & M. Shoe Store. 
When the selling season is “on,” this 
stock is inspected twice daily. 
“Fewer styles, fewer brands, but 
plenty of sizes, means a quicker 
turnover—more profit, and a cleaner 
rubber shoe stock,” say Messrs. Mi- 
chaels and Armstrong, 


HE value of good window dis- 
plays cannot be overestimated. 
We talk about window displays in 
practically every issue of the RE- 
CORDER because they are so impor- 
tant. They are especially useful in 
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A Country Store Sells More Rubbers 


Profits by Carrying Fewer Styles and Stocking Plenty of Sizes 


the selling of more pairs of rubber 
footwear. It is through window 
displays, as well as through good 
newspaper advertising, that we to- 
day find so many ladies wearing the 
light weight types of galoshes on 








Owen C. Eastman, a youth of Salem, 
Mass., started Monday, Jan. 16, to 
walk from Salem-to Paris, via Can- 
ada, the Behring Straits, Siberia, 


Russia, and Germany. He expects 
to tramp 15,000 miles and to be gone 
two years. He had on his feet when 
he started: woolen stockings and a 
pair of hunting boots, with knee- 
high legs of leather, and vamps, 
quarters, soles and heels of rubber. 
The boots were made by the United 
States Rubber Co. 





clear and cold as well as on rainy 
days. The best store windows and 
newspaper ads have taken the public 
into their confidence and have at- 
tractively told folks that they should 
never think of going out in the cold 
and wet weather without these styl- 
ish articles of footwear and health 
protection. They feature galoshes 
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beside leather shoes and hosiery to 
show how well all three harmonize 
as to colors, as to materials, and as 
to style; they talk about the “match” 
of overshoes with “the modish en- 
semble,” both as to shades and as to 
fabric. 


EWSPAPER ads, national ad- 

vertising and windows tell the 
ladies of the country that although 
fashion has decreed that the new 
skirts hang one inch below the knee, 
skirts are still so. short that every 
item of footwear must be correct. 
These three good mediums of pub- 
licity also tell the public that the 
new galoshes are designed to fit over 
stylish shoes in lasts of low, me- 
dium or high heels, and that they fit 
snugly around the’ shoe and ankle 
without a gap or a sag or a wrinkle. 
The lightness of the new overshoes 
is stressed, as well as the ease with 
which they are snapped on and off. 
The kind of material used in making 
the new overshoes is “chatted” about 
with the possible consumer. Not 
only the uppers,: butsthe cuffs and 
linings are described as to type and 
colors. Colored plates are often used 
by the rubber companies in their 
national and trade paper advertising, 
which may be used by the retail shoe 
merchant to further idealize his 
rubber footwear stock to an inter- 
ested public. 


OWADAYS, the public has to be 

shown. Big stores are spend- 
ing thousands of dollars each month 
in attractive brochures alone to “talk 
things ov:r”’ merchandise-wise with 
the consumer. These booklets some- 
times give items of news about in- 
teresting personalities in the sports 
or society world—items on art, on 
books and on entertaining. All busi- 
ness is assuming a more “friendly 
atmosphere” toward the public. And 
whether a retail shoe merchant has 
his store in a town of 1000 or 100,- 
000, it is necessary that he “shows 
the goods’”’ always, to the very best 
possible advantage. If he wishes to 
sell more pairs of rubber shoes, or 
hunting or hiking boots with rubber 
soles, the statement in his window or 
newspaper ad that some athlete well 
known in his community is wearing 
this particular type of boot will help 
the movement of many more pairs. 
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Display Cards Double the Pull-Value of 
Your Windows 


HE Recorder’s NEw and ImproveD “‘Selling Messages” are smart and 

full of real selling punch. They will ‘‘talk business’’ for you all through 
the day and long after you've locked your door and gone home. They have 
the seasonal authority of style and colors that you need today. 


In these days of smart footwear, beautifully styled, your windows need the 
smartest kind of selling messages and the strongest of selling copy. 


The Better You TELL Them—The BETTER You Sell Them 
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| Windows 





This Is What You Receive = 


IVE looked a long time and discarded many types of easels before 
we selected the beautiful polychrome two-toned ones which are 


part of this service. 


Vith your first shipment of cards you receive four easels either in 
ilver or gold with your store initials hand em- 
d in the oval against a dark background. 
very month you receive eight hand-designed $ 00 
ards similar to those reproduced above, with 
fifferent shaped cards each month .. . full of aa? 
: Per 
peppy selling messages and every two months Month 
00 special blank price tickets. All for...... — 


RECORDER SHOW CARD DEPT. 


hem 89 W. MADISON STREET CHICAGO, ILLINOIS 


-but Different / 


‘Selling Messages’ 





Tear off and Mail This Coupon 


RECORDER SHOW CARD DEPT. 
189 Madison Street, Chicago, Illinois 


Please send me the “Selling Messages” for one 
year. I agree to take this service for twelve 
months and will pay for it at $4.00 a month. 


I prefer the (silver) (gold) easels. 


This store carries men’s, women’s and chil- 
dren’s shoes and hosiery. (Cross out lines 
not carried.) 
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Classified and Opportunities Department 
RATES AND OTHER INFORMATION 


Se ere Da eet of Co Bows ond ns Ooi, 27 Se oe Boston, Mass., on 

londay week publication in order that advertisements be published same week. 

Otherwise insertion will be put over to the following week’s issue. 

POSITIONS WANTED | When advertisers desire answers to come in our care 
4c per word. Minimum Charge 75c. twelve words must be allowed for address. When ed- 

LINES WANTED vertisers desire replies forwarded direct to their addres 


4c per word. Minimum Charge 75c. each word of their address must be counted in the ed- 
vertisement and paid for accordingly. 


OTHERS 
7c per word. Minimum Charge $1.25 

ALL DISPLAY SPACE Payment in advance is required, except when regular 
Five dollars per inch. Allow 45 words to an inch advertisers, as amounts are too small to open accounts. 





























SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 











SALESMAN WANTED 


For Eastern Factory manufacturing Womens 
Novely McKays retailing $4.00 to $5.00, ' 
Jobbers, Chain and Department Stores, ; 

esmen Middle ‘West and West, Experience and go! 
following essential. References required wit 

Excellent opportunity for rig! 


first letter. 


Experienced, who lave handled a line of high grade turn on 2S 2 SS Sy ae. 


shoes for territory of New England, also side line men for 
‘ ANTED: Experienced salesmen to carry 
New York State, Pennsylvania, and New Jersey. Weide line of soft soles, turns and stitch- 
- downs in sizes 1/5 and 5%/8. Give references, 
Liberal commission. - J. MacMaster, 
Rochester, N. Y. 


The Reynolds Company, Providence, R. I. 
LINE WANTED 


INE WANTED:—Successful traveling shoe 
salesman—age thirty—now employed—desires 
connection with reputable Manufacturer of ex- 
a . clusive ae ne | Sons for Southern 
OPPORTUNITIES await the right men in territory ress 3 care Boot and Shoe 
We are increasing nord sales force and Pennsylvania and Ohio to sell Merchants Shoe Recorder, 207 South St., Boston, Mass. 

have several opportunities to offer Company's fast selling $5 to $8 styles from : 
men acquainted with dealers who sell 9 FA Ge ANTED:—Misse!, children's, growing srk 
2 ient A-l f t urns to so in connection with popu- 
work shoes. Can be carried as a side a lar priced Welts. Have long list of rated a- 
counts in Texas—Louisiana—Oklahoma.  Ad- 


line in some territories. Write full : 
Bal Merchants Shoe Co., 57 Lincoln Street, dress D-298, care Boot and Shoe Recorder 
details in first letter Boston, Mass. 207 South St., Boston, Mass. . 









































OULD like a good line of Men’s or L adies 
shoes or both, that is known in Detroit 
: I am well acquainted in Detroit a surround 
ing towns. an furnish best of references 
Goodwill Shoes : a SALESMEN Address D-291, care Boot and Shoe Recor ler, 
For Hard Service and LongWeor tr ether sat ete. Tat anise ff 207 South St. Boston, Mate 
oe a 1 in Albany, Utica, and EXPERIENCED salesman, single, college grad- 

. uate, best references, desires to affiliate wit 

CAMBRIDGE RUBBER SALES a manufacturer of men’s and boys’ shoe | 

186 Lincoln Street, for New England States. Address 24 
Boston, Mass. Street, Waterville, Maine. 














+ 


ALESMAR for Epaseo ant Lage = 4 Com- 

mission basis. elts, cKays, Stitchdowns, 

Leggings. Only interested in salesman residing RARE OPPORTUNITY—We are changing POSITION WANTED 

in territory. No objection to carry non-conflict- representatives in the following states in 

ing line. Hagerstown Shoe & Legging Co., which we have established trade: Texas, Iowa, SHOE. Salesman and window trimmer 

Hagerstown, Md. Nebraska, Kansas, Missouri, Ohio, New York, position with reliable firm. Ten years’ 
Indiana and Kentucky. Want men to — rience. Can furnish good reference. Adilress 

SALESMAN WANTED: To carry men’s in our line of In-Stock leather house slip as D-288, care Boot and Shoe Recorder, 207 South 

stock line, twenty-six numbers, imported and side line. Must live on territory an cover St., Boston, Mass. 

domestic calfskin, English calf lined, $3. 50. same close by auto. Give full particulars in 

Kips, $3.00. Discount 4%; straight commis- first letter. No drawing account. Weekly OUNG MAN—Experienced retail shox 

sion, 6%. Michigan and Indiana. Write, giv- settlements against orders received. Twenty man and assistant manager wishes t 

yng full details including references. Address men now successfully selling line. Easiest nect with wholesale house where advan 

D-290, care Boot and Shoe Recorder, 207 South selling commodity in shoe game today. Maid- to road job possible. Address D-289, car 
Rite Corp. (Manufacturers) 35 York ‘treet, and Shoe Recorder, 207 South St., 3 


St, Boston, Mass. 
Brooklyn, New York. Mass. 


WANTED Live-wire Men with established = . 
trade for fast selling line of Infants’ and SIDE Line for shoe salesmen, beautiful sam- BUYER of Ladies’ Novelty Shoes wis 
Children’s Turns and elts. Several terri- ples, selling at sight. Liberal. commission. ‘” make change. 15 years’ experience i: 
tories open. Spring line now ready. In Stock Re-orders protected. State references. Advise ing and selling ladies’ shoes. Considere: 
proposition and rx shipments. Straight com- territory. Select S" Corp., 1328 Broadway, stylist. At present buying shoes to retail! 
mission. State full particulars in first letter. New York City, N. Y. $8 to $12. Will consider offers from 
Address D-292, care Boot and Shoe Recorder, cities only. Address D-299, care Bo 
239 W. 39th St., New York City, N. Y. ALESMEN WANTED: —Experienced sales- Shoe Recorder, 239 W. 39th St., New 
men with established territories to carry our N. Y. 

E have a few desirable territories in the manufactured line of ‘“‘Masterfelt” Leather and 

“—— a Southwest ee oy. a — Felt raged on stsolaht commission, - objec- Inf : f ch 
ing line of women’s “re t’”? novelty shoes tion to non-conflicting lines, one or two grip Shoe 
“in stock’ to retail at * $5 and $6. A line. Give full references in first letter. Terri- smormation a of e Mer pants .. 
wonderful opportunity for Real Producers with tories open: Michigan, Texas, Missouri, Wash- Recorder constitute an almost inexhaustible s:urce 
established trade. Liberal commissions. Wm. ington, Oregon, Montana, Illinois, Oklahoma. of information as to where and what to buy 
Marks Shoe Co., 1406 Washington Ave., Freeman-Thompson Shoe Company, 260 East They are worthy of your closest attention. 
St. Louis, Mo. Fifth Street, St. Paul, Minnesota. 
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BUSINESS OPPORTUNITY 





BUSINESS OPPORTUNITY 


MERCHANT NEEDS 




















Louis and Chicago territories. 





in the above territories. 








WONDERFUL OPPORTUNITY 


One of the most successful shoe.factories in the east who are 
making over 100 cases Ladies’ Novelty shoes per day are looking 
for a live young man to STYLE and SELL about 20 to 25 cases 
a day of its output to wholesalers and chain store operators in St. 


The party applying for this position must be well acquainted 
Address D-296, Care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 























FOR SALE 





WANTED TO PURCHASE 








Modern Shoe Store For Sale 


Finest location in one of New Jersey's 
best cities, population 40,000 with excel- 
lent suburban connections. Lease and 
fixtures with or without stock. Very 
best Trade of city developed. Address 
D-287, care Boot and Shoe 
Recorder, 207 South St., Boston, 
Mass. 

















CASH PAID 


fer entire shee stocks or surplus stocks of 
merchandise. ° 


623-624 Broadway, New York, N. ¥. 















R SALE:—A very prosperous retail shoe 

store for sale in Arizona. location— 
long lease—splendid appearance. Will not sell 
at a discount, actual inventory cost, cash only. 
Address D-281, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 











OR SALE:—One hundred and forty pair 
Ground Gripper Shoes for women. High 
and low. Will send sizes and stock number 
by request. Priced $2.00 a pair for entire lot. 
Briggs & Shick, Kenton, Ohio. 














OR SALE: Shoe and Hosiery stock in farm- 

ing and manufacturing town, stock invoices 
$5500. Stock new and clean. The locafion has 
been occupied as a shoe store for forty-seven 
years. John Horst Shoe Store, Shelbyville, 
Indiana. 

















ECAUSE of illness I want to sell shoe store 
in Philadelphia doing about $25,000 a year. 
Established fourteen years. Wonderful oppor- 
tunity for a man to make money. Address 
D-293, care Boot and Shoe Recorder, 214 S. 
12th St., Philadelphia, Pa. 


















OR SALE—Six men’s shoe trunks. Address 
294, care Boot and Shoe Recorder, 189 West 
Madison Street, Chicago, Ill. 




















Sell Us Your Left Over 


New Yor Export Puacnasinc Coar. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 














MERCHANT NEEDS 





FAMILY Shoe Store in good Northern Ohio 
City of 40,000—Invoice $8000. Will sacri- 
fice for quick sale. G reason for selling. 
Address D-295, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 
























HELP WANTED 


THE Irving Drew Company of Portsmouth, 
Ohio, has an opening for a man acquainted 
with and accustomed to calling on the buyers 
of women’s shoes in Detroit, Milwaukee and 
St. Louis. One acquainted with and _ experi- 
enced in calling on the buyers of women’s shoes 
in Chicago to assist our Chicago salesman. One 
to make New York State outside of Metropoli- 
tan territory with the exception of a few of 
the larger cities. Write fully as to experience, 
age, acquaintance with the trade, lines carried 
previously, etc. Address to The Irving Drew 
Company, Portsmouth, Ohio. 















MISCELLANEOUS 


URN your surplus stock into cash in ten 

days. Over two hundred tsonally con- 
ducted sales. Write giving sizes and kind. 
References, Wholesalers and Retailers. R. A. 
Wilson, Sr., Greenwich. New York, N. Y. 
























The CAHILL CARTON 
THE CARTON THAT OPENS IN 
THE FRONT 
BEAUTIFUL COLORS 
ANY SIZE 
SHIPPED KNOCKED DOWN 


Write for Samples and Details 








HARRISBURG, PA 


HARRISBURG, PA. 














Se ed ee 
Tut OSCAR ONKEN | ee) 


Display Fixtures of 
wT. IN WOOD ONLY, BUT IN MANY PERIODS 


Your Winpbow Trims 


ONKEN 





complete sets for Shoes, Women's 
in price 
which 


Wear, 
from $235.00 to $85.00 per set, 
effective results ean be hed as 


above 


One of the Two Best Lines 


for immediate 


Of imterest te the Display Man 
Asx For Spscuat Boox B-1l 
4 SPECIAL FIXTURES MADE FOR ADVERTISING PURPOSES 


CINCINNATI, 


Quality 






@ 




















Made 


OF 











PRIMROSE BUCKLE DEVICE 
Holds Better—Costs Less—Safer 





SAMPLES GLADLY FURNISHED 
Primrose Novelty Corp. 


Room 332, Bible House, 


New York City 











































LABE 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 





estasiisneD wr 


SAMPLES UPON REQUEST 


MEYER Co. 
60 SO wey is te 


265-27) LEXINGTON AVE, BRODKLYM. w¥ 


AMERICA’S CREATEST 
SHOE CARTON @& LABEL MPcS 


LS 
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MERCHANT NEEDS 


| MERCHANT NEEDS 








Good Grade Round 
Advertising Pencils 
Round Nickel Tipped 
250 500 1,000 Sample on 
$10.00 $17.50 $30.00 Request 
W. E. FOLLIS 
Advertising Service 
159 N. State St., Chicago 


Asserted 
Colors 


 . 











Milbradt 
Ladders 


Made for 40 yearr 
4 by the original in 
i ventors. 


Made in all style 
to suit any shelvine 
condition. 


1 Get our price before 
placing your order 

: Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 


Solves the problem of where to 
put your shoes. Ideal for Homes, 
Apartments, Hotels and Institu- 


$1.% 


Made of steel, 
beautiful bronse 


Sell fer $12.00 
retali, cost yee 
$7.20. 


Le a dezen. They 
coll themselves. 




















EVERN 
KNOWN TYPE 





R. E. MILLER 
21 Pearl St., New York 


oe “WINDOW 
IDISPLAY FIXTURES 


made by 
| SEGALLE SONS 


933 ARCH ST. 





LABELS 


The DISTINCTIVE arid 
PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


34 39W 34 1 ie a 
WISCONSIN 8130 


a ae | 


'Paaolare 





department 


ATLANTIC CITY N.J. 
Styles may come and styles may go—will your 
good health go on forever? Guard it by a rest 
in Atlantic City at The Breakers. 
Julian A. Hillman 


Joel Hillman 
Vice-President 


President 





Xx 


7 aS 
ATLANTIC CITY 
For An Unusual Winter Outing 
Boardwalk whereon 


8 
oce 
a delight to the discerning. 


Cutsine par excellence. 
Hostess Golf Dancing 
cE 











| Plans for New Shoe Dept. 


| Datuas, Tax. (UTPS)—Despite the 
| fact that it will be three years before 

W. A. Green & Co. of this city occupy 

the eight-story building it leased at the 
| corner of Elm and Ervay Streets a 
| few days ago, the concern is now mak- 
| ing plans for its footwear department 
| in that building. ‘This company has 
| been carrying one of the most complete 
| lines of women’s footwear and hosiery 

in Dallas for years;, When it moves 
| into the new quarters it will have a 
| much larger space fcr its shoe and 
| hosiery department an'd that space or 
will be equipped with 
| every convenience for customers known 
to shoe dealers. The management says 
the department will be complete in 
every detail. 


Vestal Moves Store 


Evyria, OHIO (UTPS)—Robert Ves- 
tal, one of the best known retailers of 
Elyria, after being in one location for 
ten years, has removed into a new 
store room, giving much additional 
space. Modern show windows have 
been installed and a splendid lighting 
system has been designed for the entire 
store room. The new stiore was opened 
Jan. 10 and an elaborate advertising 





campaign preceded the removal. 
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ARE YOU INTERESTED? 


Women’s $3.00 to $6.00 Retailers 


Our style pickers are continually cre- 
ating quick selling models. We 
—— on a large scale and work 

“low over-head’’; 


consequently 


our lines represent superior quality 
and styles to retail at these prices. 
To get in touch with us means addi- 
tional profits to you. 


LAZARUS FRIED & SONS, Inc. 


120 DUANE ST., NEW YORK CITY 








a “blind groping in the dark.” 


of distribution and methods this 
supply just the data an 


its place. 
grope in the 


circulation. 
Bureau of Circulations. 


GROPING IN THE DARK 


Time was when the purchase of advertising space was 
Advertisers had no 
eee of checking a publisher’s statement of circulation 
and often these figures were unreliable. 


In six years the Audit Bureau of Circulation has 
solved this perplexing problem. By a systematic analysis 
organization 


advertiser needs. 
is dispelled and the bright light of verified facts takes 
my ~ Ngee no longer find it necessary to 


There are no dark spots in the Boot and Shoe Recorder 
Our records are audited by the Audnr 




















is able to 
The darkness 


30 Lines — 
Slippers. Always 


No. 447 — Tan 


Prig® wccccccccccces 


Men’s House 
in stock. 
Price Range $2.25 to $4.25. 
Kid Opera. 
cooed $2.35 





























Heavy Demand for Shoes 
Expected Soon in St. Louis 


Sr. Louis, Mo.—Business in the 
wholesale district on Washington Ave- 
nue is holding well, with reports indi- 
cating a volume equal to that of last 
year for the same period. All are of 
the opinion that the upswing will start 
soon and the demand for shoes will be 
as heavy as ever. The small town mer- 
chant has not done as much business 
as he anticipated and this is one of the 
reasons for the present slow period. 

The price situation is again confront- 
ing the industry and already a note of 
warning has been sounded regarding 
further advances on footwear. In dis- 
cussing the situation with the leather 
buyer of one of the largest houses, he 
stated that in his judgment we are in 
for a period of increased prices for 
some months te come. 

Another large manufacturer, in his 
weekly sales bulletin, has issued the fol- 
lowing statement to his sales force: 

“As we size up the leather market 
now, these new prices will be necessary 
sooner than we thought they would be, 
which makes it all the more important 
that you waste not a minute of your 
time in seeing your customers and give 
them an opportunity to cover them- 
selves before the new prices become ef- 
fective. Under no condition are we ad- 
vocating speculation in shoes. We feel, 
however, that a merchant may advan- 
tageously purchase shoes on today’s 
market, covering his requirements for 
the next ninety days, without any fear 
of a lower market.” 





Frank R. iin penne 
Opens in Newburyport 


Boston, Mass.— Announcement is 
made of the organization of the Frank 
R. Briggs Company of Newburyport, 
Mass. The factory is equipped to build 
a line of women’s shoes in advance- 
method, flexible sole footwear, carrying 
wooden heels. The price range centers 
at $8 retail. The factory is equipped 


Frank R. Briggs 


itt ts Titty 











with the latest machinery and factory 
system for production, control and su- 
pervision. 

The new enterprise is headed by 
Frank R. Briggs, well known shoe 
manufacturer, for many years asso- 
ciated with Thomas G. Plant and the 
Thomas G. Plant Company. He is also 
a former president of the National Boot 
and Shoe Manufacturers’ Association. 
Mr. Briggs will personally merchandise 
the line in metropolitan centers. 


Shoe Insurance Outlook 


An encouraging aspect of the 1928 
business outlook is found in heightened 
public sentiment for the prevention of 
fire and casualty losses, according to a 
statement of James S. Kemper, presi- 
dent, National Retail Mutual Insurance 
Company, Chicago. 

The fire insurance loss ratio for 1927 
was considerably lower than for some 
years past, and the companies should 
show the best underwriting profit since 
1919-1920, says the statement. Nor- 
mally the fire loss ratio reflects general 
business conditions and the fact that 
business generally is not as good as it 
might be would point to a_ probable 
higher insurance loss ratio. That the 
companies have had a favorable year in 
spite of the general business situation 
would seem to indicate that the fire pre- 
vention movement is really making 
headway and that property owners 
generally are being awakened to a 
realization of their résponsibility. 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boor anp SHOE REcoRDER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue— 


THE GREATEST NEED THIS YEAR.... A New Angle On An Old Subject 47 
GREATEST SPORTWEAR YEAR AHEAD. Shoes of Printed Linen 


More SHOES IMPORTED IN 1927.. Gradual Increase Reported 


THE VOICE OF THE RECORDER Opinions of the Editor.......... 50 


NEw NorTeEs IN SPRING STYLES Flashed at Atlantic City Meeting 52 
MorE MONEY FOR YOUR SALESMEN? Thoughts On Compensation.... 55 


Goop BuyING AT DALLAS MEETING. Report of Texas Convention.... 56 


RETAIL SHOE SALESMEN For the Man On the Floor.... 59 


SHOE STORE SERVICE SECTION 


WHo’s WHO ON THE ROAD 
SHOE MERCHANTS NEWS 


SHOE MARKET NEWS.. 


OTHER REGULAR FEATURES. 





GETTING MORE 
SHOES SOLD RIGHT 


THE BooT AND SHOE RECORDER PUBLISHING Co. 
207 SouTH STREET, BOSTON, MASS. 
EVERIT B. TERHUNE, President 


WILLIAM M. LEBRECHT GEORGE W. R. HILL 
Vice-President 


Treasurer 
H. WALTER SCOTT B. C. BOWEN 
Vice-President Vice-President 





ARTHUR D. ANDERSON 
Secretary 


Directors of the corporation, in addition to 

the above-named officers, are as follows: 

A. C. PEARSON HucH M. Bowzn 
P. M. FAHRENDORF 


Owxgn A. THOMAS CHARLEs H. FURBER 








SUBSCRIPTION RATES 
The ye po price of the Boor anp SHos Recorper is $3.00 for one year, which includes 
postage in the United States, its possessions, Canada, Mexico, Spain and its _— and South 
America (excepting Venezuela and the Guianas, which is $6.00 


FOREIGN SUBSORIPTION—The price to all foreign countries except the aot is $6.00 per 
year including postage. 


All subscriptions are payable in advance. Single copies 25 cents. 


A request for change of address must reach us at least thirty days before the date B! issue 
with which it is to take effect. Duplicate cums cannot be sent to replace those undelivered 
through e to send such “advance. notice. With your new address be sure also to send us 

if ible your address label from a recent copy. 











Entered as second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y., under the act of 
March 3, 1879. 


Member, Associated Business om Inc. 
Member of the Audit Bureau of Circulations 
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A buying guide to 


BOOTS AND SHOES 


Arch Aid Shoe Co., Rochester, N. Y 
Ault-Williamson Shoe Co., Auburn, Me... 


Bass, Geo. H., Co., Wilton, Me 
Best-Ever Slipper Co., Inc., Brooklyn, 


Blog Shoe Co., New York City 

Bringardner Shoe Co., Logan, Ohio. .3rd Cover 
Brockton Co-operative Boot and Shoe Co. 84 
Brooks Shoe Mfg. Co., Philadelphia, Pa... 
Brown Shoe Co., St. Louis, Mo 


Capezio, New York City 
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OOKING ‘Southward, we see new 
opportunities. for -catching the 






public eye. We see developing new 





types of footwear, an appreciation of 






color, and a real interest in what 





might be termed “extra fancy foot- 












wear.” 








HE first presentation of foot- 





wear for spring needs new meth- 





ods 





of display and advertising, 





simple yet effective, available for 






small or large store. There never 






was a time like this for getting the 





most out of the window, at the least 






cost in money but necessitating the 





greatest expenditure of time and 








talent. 









THER People’s Ideas” are get- 
To 
get an idea and then multiply it in 





ting better and better. 







thousands of stores is to create 





wealth everywhere. 
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